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Chesterfield is spending good 
1 money to advertise its denial of 
those under-cover slanders. But 


why put a loud speaker on a whis- 


pering campaign? 


- 


turers will welcome constructive 


The Associated Grocery Manufac- 


re- 


vision of the national food law, and 


3en 
tration 


Lichtenberg says the adminis- 
isn’t going to hurt adver- 


tisers. Maybe Professor Tugwell will 


yet become the patron saint of 
Ll vertising. 
yvvry 


After convincing Congress that 


ad- 


he 


was a real honest-to-goodness farmer, 


Professor Tugwell proved that 


he 


can wear Bond street clothes as well 


as Ambassador Bingham. Just 
other Dr. Jekyll and Mr. Hyde. 


7, = = 


an- 


Ed Kobak is up and around again 

: after spending a few weeks observ- 
ing the details of an appendectomy. 
Chances are that was the only way 


the doctors could persuade him 
take a vacation. 


7, V¥ F¥ 


N Ow 
from 


that Henry Ewald is 


to 


back 
that Mediterranean vacation, 


rumors that the famous Prudential 
{ sign on the Rock of Gibraltar will 
be replaced with a Chevrolet spec- 


tacular can be definitely denied. 


ssineniiniaaah Aah ond 


An esteemed contemporary 
rects an error with the explanat 


ai’ | 


cor- 


ion 


that it was a mistake of the head 


and not of the heart. 
tors know that you just can’t 


But all edi- 


get 


away from an occasional lapsus type- 


writeris, 
vy v ¥ 
The FACA seems to object to 
r claiming medicinal or therapeutic ef- 
fects tor alcoholic beverages. But 


wasn’t it your old friend Saint Paul 
who admitted that he took a little 


Wine now and then for 
ach’'s sake? 
¢ * = 2 


Anyway, when 
the curative effects of alcohol, 


his stom- 


you're discussing 


it’s 


necessary to specify what you're try- 


ing to cure. 
bosing of melancholy produced 
backing the wrong football team, 


When it comes to dis- 


by 
for 


instance, there’s no better prescrip- 


tion than Three Star Hennessy. 
v v ¥ 


At last it’s happened—a radio 


an- 


( louncer will be a member of the 


text Congress. That ought to s 


im- 


lity the BBDO search for the most 


potent voice on the air. 


v v v 
’ “Teach children to save money, 
‘ampaign urges.” 
But the popular thing to teach 
howadays is how to spend it. 


'- = 


_A law passed in New Jersey pro- 
libiting dentists from advertising is 
Xeing attacked by a dentist in paid 


Space, 
“evil with fire. 


~ FF F 


He’s determined to fight the 


There’s a record-breaking demand 
‘or the Ingersoll watch, pushing the 
‘aclory to a new production peak. 


] It's 
‘he 59-cent dollar famous. 
v v Vv 


Mr. Insull and friends were 


the watch that has made even 


ac- 


luitted without getting their hair 
nussed. That trip to Greece was 
‘nhecessary bother, after all. 


Copy Cup. 


an 


MUCH DATA ON 
AGENCY COSTS 
IS AVAILABLE 


Little Interest Shown in Pre- 
vious Studies 


New York, Nov. 28.—The general 
assertion that advertising agencies 
are not prepared with cost data to 
render service on a cost plus basis 
where indicated, made at the meet- 
ing of the Association of National 
Advertisers, Inc., at Atlantic City 
last week, is not entirely correct, an 
investigation by ADVERTISING AGE dis- 
closes. 

Cost accounting with more or less 
thoroughness is generally practiced 
but there are few agencies which 
have voluntarily distributed costs to 
individual accounts because of the 
expense involved and the fact that 
there have been no urgent reasons 
for doing so. 

The inquiry was followed up at the 
offices of several of the larger agen- 
cies. In every instance the informa- 
tion was given out that there was no 
settled policy with respect to supply- 
ing cost data to clients. The im- 
hpression received was that, until. 
now, at least, advertisers have ha 
no interest in such information, and 
that, if it becomes necessary to for- 
mulate a policy, cost data will be 
divulged only in some cases where it 
is necessary to charge more than 
the standard commission. 

A study, “Cost Accounting for Ad- 
vertising Agencies,” published by the 
Policyholders Service Bureau of the 
Metropolitan Life Insurance Com- 
pany, New York, in 1929, named the 
H. K. McCann Company as having 
the most complete system. J. L. An- 
derson, secretary-treasurer of Mc- 
Cann-Erickson, Inc., said these ac- 
counting methods are still being fol- 
lowed and that it would be quite 
simple to determine the cost of han- 
dling each account, but that, to the 
best of his knowledge, no client had 
ever requested such information. 


Four A’s Has Committee 


There was considerable interest in 
the subject of agency cost account- 
ing about the time this study was 
made and the American Association 
of Advertising Agencies appointed a 
committee to study the subject with 
the objective of recommending a 
standardized procedure. The objec- 
tive has not been reached but prog- 
ress has been made. The committee 
has remained active and is now 
headed by R. Van Buren, secretary 
and assistant treasurer of Ruthrauff 
& Ryan, Inc. 

John Benson, president of the 
American Association of Advertising 
Agencies, said there was no more 
interest in cost accounting now than 
there was six or seven years ago. 
Personally, he endorses department- 
alized cost accounting but believes 
possible advantages do not justify 
the expense of analyzing costs to 
ascertain the actual expense in serv- 
ing individual accounts. 

Mr. Benson believes the well-con- 
ducted agency should strive for a 
satisfactory average net, and pointed 
out that departmentalized cost ac- 
counting has been an aid in formulat- 
ing practices leading to this resuit. 
He does not approve of distributing 
costs to individual accounts even 
when the purpose is to justify a 


(Continued on Page 28, Col. 1) 


MOVIE TIE-UP 


“Wese in town.honey” 


see CLAUDETTE COLBERT mate 


AUNT JEMIMA 
PANCAKES 


tm ber mew feature pacture 


“IMITATION OF LIFE” 


WOW PLAYING AT THE INDIANA THEATRE 
even Hollywoud falls for ‘that old plamtation flaver 


| AUNT JEMIMA PANCAKE F 
that Old Plantation flaver 


LOUR IAN 
Lord & Thomas are releasing this copy 
in 30 cities for Aunt Jemima pancake 
flour as the initial tie-up with “Imitation 
of Life," current movie which concerns the 
sensational success of the feminine owner 
of a string of waffle shops. About $250,- 
000 will be spent on the drive. J. Walter 
Thompson Company retains the regular 
Aunt Jemima account. 


DAVIS OUTLINES 
VIEWS ON GRADES 
‘AND ADVERTISING 


Tells That ‘Inelastic Stom- 
ach’ Story Again 


Washington, D. C., Nov. 28.—Ches- 
ter C. Davis, administrator of the 
Agricultural Adjustment Adminis- 
tration, this week made public his 
views in connection with frequently 
received queries relative to advertis- 
ing to promote the sale of food prod- 
ucts. Administrator Davis reiterated 
that while “there is no objection” to 
advertising “the use of the powers of 
the law to compel payment of assess- 
ments for advertising purposes pre- 
sents an entirely different problem.” 

“Some foods are directly competi- 


(Continued on Page 26, Col. 2) 


Expect Cooperative 


Campaign on Wool to 
Get Under Way in ’35 


Boston, Mass., Nov. 30.—Definite 
indications that the long-awaited co- 
operative effort to take the wool in- 
dustry out of the doldrums and in- 
crease the use of woolen fabrics will 
get under way some time in 1935 
were visible here this week at the 
annual meeting of the Boston Wool 
Trade Association. 

A survey of the wool industry’s 
problems has just been completed by 
United Advertising Agency of New 
York, it was reported, and the same 
agency is now busily engaged in out- 
lining a plan of action designed to 
overcome the evils with which the 
industry is beset. It is expected that 
this plan will be ready for study by 
members of the industry about Jan. 
1, and that, with woolen men thor- 
oughly convinced of the necessity for 
rapid action, it will not be long after 
that date before promotion actually 
gets under way. 

The necessity for some far-flung 
plan of wool promotion was given the 
major share of attention at the meet- 
ing of the Boston Wool Trade Asso- 
ciation, other problems of the indus- 
try being subordinated to this major 
Lone of. putting. a stop to the down- 
ward trend in wool consumption. 

“We must do something to increase 
the consumption of wool; we are not 
holding our place with other fibers,” 
was the bald statement of Robert IL. 
Studley, retiring president of the or- 
ganization in his talk reviewing the 
work of the past year. 


Consumption Declining 


A dismal picture of the declining 
importance of wool was painted by 
Mr. Studley. Ten years ago wool 
consumption accounted for more 
than 13 per cent of the total con- 
sumption of textile fibers, he said, 
while last year it amounted to only 
eight or nine per cent. 

In view of the 27 per cent shrink- 
age in consumption of wool for the 
first six months of this year, as com- 
pared with last year, and the likeli- 
hood that consumption figures for the 
last six months of this year will also 


be unsatisfactory, the necessity for a 


Last Minute 


News Flashes 


Death Ends Long Career of “Dad” Kentnor 


Chicago, Nov. 30.—William H. (Dad) Kentnor, whose career paralleled 
the development of the newspaper representative system in this country, 


died this morning at 2216 Sherman St., Evanston, Chicago suburb. 


He 


founded the Benjamin-Kentnor Company, predecessor of Reynolds-Fitz- 


gerald, Inc. 


Mr. Kentnor, who was 78 years old, retired ten years ago. 


Code Amendment Would Ban Radio Discounts 


Washington, D. C., Nov. 30.—Radio broadcasting stations and networks 
would be prohibited from granting special discounts on facilities sold in 
combination with other advertising mediums under an amendment to the 


broadcasting code submitted by the industry’s code authority. 


Another 


proposed amendment would forbid the granting of special discounts or 
rates on a “run of schedule time” basis. 
Hearings on these and other proposed amendments will be conducted 


by Deputy Administrator William P. 


Farnsworth on Dec. 17. 


Coty Appoints Agencies for Radio, Publications 

New York, Nov. 30.—Coty, Inc., has appointed the Biow Company, Inc., 
to handle a dramatic sketch radio program over the NBC-WEAF red net- 
work starting in February, and Homman, Tarcher & Sheldon, Inc., to con- 


duct its publication advertising, effective Jan. 1. 
change prior to this in some 10 years. 


Coty has made no agency 


strong effort to reverse the present 
trend is apparent if wool is to con- 
tinue as a factor of any importance 
in the textile market, he pointed out. 

“As the wool growing and wool 
manufacturing interests become 
aware of the situation,” he contin- 
ued, “perhaps they will do more to 
place wool and manufacturers of 
wool in a more advantageous position 
compared with other fibers. Believ- 
ing that we should do what we can to 
increase the consumption of wool, 
the National Wool Trade Association 
in conjunction with the National As- 
sociation of Wool Manufacturers, has 
appointed a committee that is now 
studying the situation and having 
surveys made of the possible means 
of increasing the consumption of 
wool. 

“Whether the committee will find 
that in order to increase the sale of 
wool goods, that more style, more at- 
tractiveness, more promotion, more 
advertising are needed, or whether 
they will find that the price must be 
adjusted to meet the price-resistance 
of the buying public is yet to be de- 
termined; perhaps all of these fac- 
tors will have to be taken into con- 
sideration.” 


Asks Support 


The report of Harry J. Blake, di- 
rector of publicity, which includes 
the consolidated activities of both 
the Boston and National associa- 
tions, answered the question, “Is it 
possible to promote the increased use 
of wool?”’, by stating that there is 
absolutely no question but that the 
demand for wool can be greatly in- 
creased provided there is some cen- 
tral agency to do the work. 

“If a practical plan is presented,” 
he said, “it is the earnest hope of 
your publicity committee that the 
Boston Wool Trade Association will 
be found, with the manufacturers, in 
the front ranks, and that there will 
be no need to give serious considera- 
tion to a criticism of the wool indus- 
try made by the Secretary of Agri- 
culture as ‘backward.’ ” 

Present indications that the indus- 
try is actually on the verge of doing 
something are being received with 
some skepticism by those who have 
followed the long drawn out attempts 
of the wool interests to talk them- 
selves into a promotion campaign. 
While hopeful that present plans will 
materialize, they point out that the 
industry has threatened to use co- 
operative advertising for more than 
eight years, and none has yet ap- 
peared on the horizon. 

The trade press has been filled 
with rumors and reports on promo- 
tional activity for the field, a num- 
ber of wool processors and manufac- 
turers going to the extent of devot- 
ing their business paper copy to pro- 
motion of the idea. Among those com- 
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panies who have been actively en- 
gaged in advertising the advantages 
of cooperative effort in the business 


a 
| declining 


per capita consumption 
figures, has been growing ever more 
pronounced. Eight years of weary 


press have been Eavenson & Lever,| waiting, fruitless debate and, for 


ing Company, Camden, N. J., 


Woolen |many, red ink. 


Kight years un- 


Corporation of America, New York, | til today the trend away from wool 


and several others. 


An Old, Old Story 


Most consistent champion of in- 
dustry advertising has been the for- 
mer, which has devoted its trade ad- 
vertising almost entirely to pointing 
out the necessity for action for many 
months. In a significant advertise- 
ment which appeared in Daily News 
Record last summer, this organiza- 
tion urged immediate action warn- 
ing that any more delay might prove 
fatal. 

“Wool is engaged in a war, bat- 
tling for that share of the consum- 
er’s dollar which means life itself for 
many units in the industry,” this ad- 
vertisement pointed out. 

“High explosives are needed—mod- 
ern merchandising methods—promo- 
tion, education, advertising. 

“It was in July, 1926, that 
Daily News Record announced: 

“*Woolen trades endorse publicity 
for industry on nationwide plan; sug- 
gestion that $500,000 be raised annu- 
ally for three years.’ 

“Eight years have passed. 


the 


Eight 


long years in which consumer indif- | 


ference to wool, as shown by steadily 


| 


| 
} 
| 


has reached alarming proportions, 
accelerating from season to season. 

“A few months ago it looked like 
the end waiting. Optimistic ob- 
servers hoped that by fall wool would 


of 


be ready to take aggressive action. 
But fall is almost with us and still 
all’s quiet along the woolen front! 
“How long, oh wool, how long? 
How late is ‘Too Late?’ ” 
Wins Honor 
The Atwater Kent radio hour di- 
rected by Josef Pasternack is Radio 
Stars Magazine’s selection as the 


best network program for November, 
followed by Palmolive Beauty Box, 
March of Time, Ford Sunday Eve- 
ning Hour and Gibson Family. 


Names N. WwW. Ayer 


Advertising of Servix Electrica 
Limitada of Rio de Janeiro, engi- 
neers, has been placed with N. W. 


Ayer & Son, Inc., Philadelphia. 
New Agency Starts 
The Advertising Mart, sales and 
advertising counsel, has been estab- 


lished by Anthony Cucchiara and 
Paul Estrella at 33 Bromfield St., 
Boston. 


ADVERTISING AGE 


Countway Injured 

Francis A. Countway, president of 
Lever Brothers, Cambridge, Mass., re- 
ceived a compound fracture of the 
right leg and lacerations of the scalp, 
Nov. 26, when he was struck by an 
automobile while he was crossing the 
street in front of his residence in 
Brookline. 


. 
Joins Sonneborn 
Clifton B. Lewis, formerly with 
| Lily-Tulip Cup Corporation and re- 
|cently manager of the sales division 
of Office Service Corporation, has 
joined L. Sonneborn Sons, Inc., New 
York, as assistant sales manager of 
the Amalie division, motor oils and 
income 


Announces New Paper 
| Albert J. Beveridge, Jr., Indianap- 


| 


| olis, will begin publication on Jan. 1 
of a new magazine, Pulse of the Na- 


| tion, to reprint articles and cartoons 
| from newspapers’ throughout the 
country. 

piechinaiiaaeai 


Named Art Director 


Edgar L. Bloomster, well known 
| artist, has been appointed art di- 
| rector of Doolittle & Co., Inc., Chi- 
cago agency. 


| New Number 

The Blackman Company, New 
| York agency, has been given a new 
| telephone number, LExington 2-5200. 


1 ovr or & RESERVED FOR 
Atlantic reapers’ 


THE ATLANTIC MONTHLY’S 100,000 men and women 
readers offer the best travel market at the lowest cost of any 
monthly publication in the class field. Because Atlantic readers 
have the money to spend and the leisure to spend it. Because 
80% of its circulation is in states accounting for 90% of all 
passports issued. Because there is definite proof that Atlantic 
readers not only w// travel, but always have — and first class, 
at that. Because Atlantic readers have confidence in and loyalty 
for their favorite magazine. Because Atlantic’s 10-day closing 


date permits greater elasticity in your advertising program. 
é _= 


~Atfantic Monthly 


*From an actual check of U.S. 
passengers on World’s Cruise. 


“Atlantic HEADS 
THE CLASS LIST,” 


says Robert Huse, Director of Pub- 
licity of the New England Council. 
“Our Research proves the Atlantic 
Monthly reaches a wealthier market 
at a lower rate than any other publi- 
cation. It ranks favorably with mass 
publications in cost per inquiry. 
Our results demonstrate that its sub- 
scribers read and have confidence 
in advertising in the Atlantic’. 


CHICAGO 


LOS ANGELES 


* 


SAN FRANCISCO 


CHESAPEAKE & 
OHIO TENDERS 
THANKS TO CAT 


Latest Series Shows Two 
Blessed Events 


27. 


Washington, D. C., Nov. 2 If 
the flood of fan mail pouring into the 
offices of the Chesapeake and Ohio 
Lines here can be interpreted as evi- 
dence of “copy appeal,” then it may 
be assumed that the official introduc- 
tion last week of the C. & O. kitten’s 


family ranks high among interest- 
ing developments in national adver- 
tising this year, at least from the 
standpoint of the public. 

The introductory copy has_ been 
dedicated to “Chessie”’ in acknowl- 


edgment of the splendid job she has 
done in selling “as no array of high- 
pressure language could do, the su- 
preme comfort of Chesapeake and 
Ohio’s genuinely air-conditioned 
trains.” In fact, the selling job has 
been so thorough, the phrase “Sleep 
Like a Kitten” has virtually become 
the railroad’s slogan. 

Chessie’s family of two kittens, 
which now snuggles drowsily on the 
same pillow, has been given a berth 
in the campaign, agency officials say, 
as a new note to revive the “kitten” 
appeal which accounted for the suc- 
cess of the company’s drive this year. 

Besides using the Conde Nast 
group and Time, the company has 
scheduled the copy in Fortune, Har- 
per’s Bazaar, Nation’s Business and 
News-Week. 

Cartoons to Be Employed 

In January, a comic series, similar 

to that which aroused so much ap- 


plause last year, will be launched in 
Esquire and possibly in other maga- 


zines. A typical advertisement, 
scheduled to appear in Esquire, con- 
sists of a cartoon of a black cat 


perched on a fence gazing in aston- 
ishment at a billboard picture of the 
C. & O. kitten and her family. In 
quotes are the words: “Holy Cats! 
Look what's happened to Chessie!!” 

Advertising in other magazines on 
the January schedule will be devoted 
to copy celebrating the 150th anni- 
versary of the railroad. The full- 
page, four-color insertions will trace 
the development of the railroad from 


the original James River Company, 
organized and headed by George 
Washington in 1785, and will tell 


how its canals and roads, years later, 
passed in their entirety to the Rich- 
mond and Allegheny Railroad Com- 
pany which, in turn, went to make 
up the present facilities of the 
Chesapeake and Ohio Lines. 

Plans for the balance of 
will take shape from 
month, agency officials 


the 
month 
say, and 


year 
to 
al- 


tirely different from anything here- 
tofore used, the drive will continue 
to stress the comfort and cleanliness 
of air-conditioned transportation. 

A surprising feature in connection 
with the drive is the fact that rail- 
road ticket agents report that the 
value of the kitten has not been con- 
fined to its capacity 
solid comfort of the George 
ington. Agents testify that ‘‘Ches- 
sie’ has been adopted by many pa- 
trons as a nickname for the C. & O. 
The value of the nickname, the com- 
pany feels, lies in the fact that it 


though the general theme will be en- | 


to express the | 
Wash- | 


group can equal 


> 


NEW CRISCO OFFER 
REMARKABLE 


the quick-digesting shortening—Buy now while supply last 


Large size newspaper copy which 

offered two cans of Crisco for ten 

cents over the regular price of one 
can last week-end. 


the C. & 0 
alphabetica! 


serves to distinguish 
from the company’s 
competitor, the B. & O. 


Expresses Thanks 


In thanking Chessie for her sales 
job, the railroad’s advertising says 

“A year ago we found you, a lonely 
little kitten looking for a home. Yoy 
found one, and we found a friend 
When we published your picture, ; 
lot of folks said: ‘Who ever heard of 
using a gol darned cat to advertise 
a railroad!’ But you told ’em, Ches 


sie! Kids wouldn’t go to bed unless 
you were near. Families called on 
us to settle dinner table arguments 
over whether that was your tail o1 
your paw on the pillow. Overnight 
you became the Kitten of the 


Hour. 

“The sight of you, on the Georg: 
Washington, snugged drowsily dow: 
for the night under the soft, clean 


cool linen made travelers want t 
come and try it. And they still are 
coming, and bringing their friends 
with them. And for all of that 
Chessie, we're grateful. And so are 
those legions who Sleep Like a 
Kitten.” 

The addition of the two little 


Chessies to the campaign recalls the 
successful springtime drive of the 
Pontiac bird which, the year follow 
ing its first appearance, returned 
with a mate. The controversy thal 
was aroused over the question 
whether it was the male or the fe 
male that wore the hat is similar t 
the arguments that have arisen over 
the question of whether the furry 
member protruding from the sheets 
is Chessie’s paw or tail. Both cam: 
paigns were developed under the di 
rection of the Detroit office of Camp 
bell-Ewald Company. 

As reported in the Nov. 10 issue of 
ADVERTISING AGE, the 24-sheet poste! 
“Sleep Like a Kitten, in Air Condi 
tioned Comfort,” won third place 
the fifth annual exhibit of outdo! 
advertising art. 


Fott in New York 


| Leo P. Bott, Jr., formerly ot th 
|Bott Advertising Agency, Little 
| Rock, Ark., has moved to New York 
‘and is operating his own business 
‘there. While temporarily located 
iwith Phillips, Lennon & Co. at 4+! 


|Lexington Ave., he is not directly 
with them. 


| 
/connected 


Grant Joins Agency 

Wm. H. Grant has left General 
Outdoor Advertising Company, Ine. 
to become a contact man for Mc 
Kee & Albright, Philadelphia. He 
succeeded at General Outdoor by . 
Z. Barnes of New York, vice-pres 
dent. 


For adequate advertising coverage 
of America’s richest markets. no 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
| delphia Inquirer—Pittsburgh Press—St. 
Louis Globe-Democrat—Washington Star 


Weekly 


Circulation: 


5,322,715 families 
16,000,000 readers 


| 
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3-Ton Winged , 
Horse Appears 
Above Dallas 


Dallas, Tex., Nov. 28.—Oil men at- 
tending the recent convention of the 
American Petroleum Institute here 
were surprised to see the 
“Pegasus” spectacular just installed 
atop the 30-story Magnolia Bldg. un- 
der the direction of Sid Dunken, ad- 
vertising manager of the Magnolia 
Petroleum Company. 

The spectacular is on a tower and 
is equipped with a revolving self- 
adjusting frictional drive apparatus 
which exposes the two giant neon- 
lighted faces to view for miles 
around. The faces, of colored porce- 
lain enamel, are approximately 31 by 
40 feet in size and are ten feet apart. 

Pegasus, the winged horse, trade 
mark of Mobilgas and  Mobiloil 
of Socony Vacuum Company, is out- 
lined by 1,154 feet of red 
ing. His operation requires 22 
transformers of 15,000 volts. He 
contains 600 feet of cable and 300 
electrodes and weighs, exclusive of 
the tower, approximately three tons, 
and, backed by this array of statis- 
tics, claims to be the most spectacu- 
lar Pegasus spectacular in the coun- 


flaming | 


tub- 


— 


| try. He is not burdened by 
lettering whatsoever. 
| During the convention, a smaller 
reproduction of the winged horse 
|trade mark was hung in the en- 
trance of the Magnolia Bldg., which 
|contains offices of many oil compa- 
| nies. This was done in order that 
}members of the Institute would not 
fail to see the widely advertised 
| design. 

Texlite, Inc., built the sign. The 
tower was erected by the Mosher 
Manufacturing Company, Dallas. 


Stevenson Re-Elected 
by Sales Managers 


John A. Stevenson of the Penn 
Mutual Life Insurance Company, 
Philadelphia, has been re-elected 


president of the Sales Managers As- 
sociation of Philadelphia. 

Other officers named at the annual 
election were Wesley A. Gilman, N. 
W. Ayer & Son, Inc., vice-president; 
J. LeRoy Smith, W. B. Saunders 
Company, treasurer; and Howard G. 
Ford, W. H. Hoedt Studios, Inc., sec- 
retary. 


Introduces New Tea 


Sands Taylor & Wood Company, 
Beston, is marketing a line of teas 
under the King Arthur brand name, 
which the company uses for its flour 
and coffee. Car cards and posters 
are being used. 


any 


Kenyon & Eckhardt 


Name Two Vice-Presidents 


Appointment of Dwight Mills and 
Edwin Cox to vice-presidents in the 
agency was announced this week by 
Henry Eckhardt, president of Ken- 
yon & Eckhardt, Inc., New York. 

Mr. Mills was business manager of 
Business Week before joining the 
agency last January and had previ- 
ously been advertising manager of 
A. W. Shaw Company. 

Mr. Cox, copy director, who was 
Detroit office manager of Young & 
Rubicam before joining the agency, 
had also been with Lennen & Mit- 
chell and was at one time advertis- 
ing manager of the Celotex Com- 
pany. 


To Add Kitchen 


When House Beautiful reopens its 
Bride’s House in New York next 
spring, it will have a complete Gen- 
eral Electric kitchen, planned by the 
Rex Cole Planning Institute, accord- 
ing to E. H. Campbell, sales promo- 
tion manager of Rex Cole, Inc., G-E 
distributor. It had no kitehen this 
yvear. 


To Resume Publication 


The Fort Wayne, Ind., Journal-Ga 
zette, since May, 1933, an afternoon 
paper, will resume publication Dec. 
3 as a morning daily, continuing its 
Sunday edition. Reorganization plans 
have been submitted to the United 
States district court. 


Exclusive 
Offering: 


Den A. ( 


2OOOO0O0 


daily Indianapolis newspaper . 


this one daily newspaper 


. .. customers who make up the 49,974 families in Indianapolis 
and Marion county that receive and read regularly only one 
.. The News. 


Here is a vast army of typically American men, women and 
children . . . larger in numbers and stronger in buying power 
than Indiana’s second largest city. They differ in most of 
their tastes and habits ... yet because they are unanimous in 


this one great preference, they can only be reached through 


The exclusive home coverage of these 49,974 Zamilies in the 
A. B.C. city circulation area is based on the Management Insti- 
tute Newspaper Survey of 79,289 homes within the corporate 


limits of Indianapolis. 


THE INDIANAPOLIS NEWS 


New York 


eroll, TIQE 4 


The 145,026 Average Circulation of the News During the First 
Ten Months of This Year Is the Largest Circulation Ever Attained 
by a Daily Newspaper in Indiana. 


... The Indianapolis News. 


WORKERS OFFER 
AID IN DRIVE 
FOR TEXTILES 


Washington, D. C., Nov. 28.—The 
recent offer of Francis J. Gorman 
of the United Textile Workers of 
America to George A. Sloan, chair- 
man of the Cotton Textile Institute, 
of cooperative aid in marketing more 
textiles, would, if accepted, include 
more aggressive advertising of cot- 
ton textiles, the U. T. W. A. office 
informed ADVERTISING AGE this week. 

The offer of cooperative aid was 
made public recently in a letter from 
Mr. Gorman to Mr. Sloan. The pur- 
pose of the letter was to offer con- 
structive assistance of the employes 
of the textile mills toward finding 
a wider market for mill products. 

While the letter to Mr. Sloan in- 
dicated only the broad principles of 
cooperative effort between workers 
and owners, officials of the United 
Textile Workers declare that with 
stabilized labor conditions, it would 
be possible to stimulate a wider use 
of textiles for the benefit of both 
groups. Such cooperation would 
naturally extend into promotional 
fields and would result in longer and 
steadier mill production and output. 


Advertising a Possibility 


Suggestions considered possible 
are: 1. cooperative effort toward the 
elimination of all prison made goods 
from market competition; 2. coop- 
erative aid in the enforcement of 
code practices which would enforce 
adequate wage scales and eliminate 
shoddy productions from reaching 
the market, through non-conforming 
mills; 3. support of reasonable tar- 
iffs to keep out of the country the 
cheaply produced textiles; 4. foster- 
ing and cooperating in “a campaign 
of education” which would provide 
new markets for American textiles. 

Messrs. Rice and Clark, of Mr. 
Gorman’s offices of the U. T. W. A,, 
declared ‘‘that after all it resolves 
itself largely in making effective a 
campaign of education. We cannot 


say just how this can be done, 
but it seems to us that the union 
and the mill owners could better 


themselves, cooperatively. 

“If we can help to educate people 
to a wider use of textiles we will 
benefit ourselves as well as the own- 
ers of the mills. If we can throw 
our support toward making the man 
with one shirt feel that he needs 
two shirts, we will have given proper 
support to a great industry. We 
might support a movement for 
longer dresses, more clothes.” 

As for actively advertising, the 
officials pointed out that “this might 
very naturally play an important 
part in the educational program, 
particularly in seeking an expansion 
of sales in the domestic markets. 
Advertising would help also in sta- 
bilizing the market, providing new 
markets, stimulating old ones.” 


Joins Barta Press 
D. F. Gordon, son of Watson Gor- 


don, advertising manager of S. D 
Warren Company, Boston paper 
maker, has joined the staff of Barta 


Press, Cambridge. He was recently 


with Batten, Barton, Durstine & Os 
born, New York. Donald Gilmore 


has joined the same company. 


Galleries Appoint 
Hammer ralleries, New York, 
have appointed Frank Presbrey Com- 
pany to direct advertising of their 
Russian imperial treasures collected 
by Dr. Armand Hammer. 


Sellman Promoted 
F. E. Sellman, in charge of sales, 
advertising and promotion of Servel, 
Inc., manufacturer of Electrolux re- 
frigerators, for the past eight years, 
has been elected vice-president of the 
company in charge of distribution. 


Curley Wants Advertising 


Governor-elect James M. Curley of 
Massachusetts has suggested a $600,- 
000 advertising pool to promote the 
recreational advantages of New Eng- 
land. 


Texas Press Names 


Divisional Officer; 


Sam C. Holloway, president, Texa, 
Press Association, has designated 4 
visional vice-presidents to represer 
the various regional press ASSOCig. 
tions of the state in the Nationa 
Editorial Association. 

H. F. Schwenker, Brady Standary 
will represent the Heart of Texa 
Press Association; Luther Watsop 
Sweetwater, Nolan County Ney; 
West Texas Press Association; Say 
M. Braswell, Sr., Clarendon Ney, 
Panhandle Press Association; 
George Atkins, Beeville Bee-p; 
cayune, South Texas Press Associa. 
tion; and Joe M. Leonard, Guines. 
ville Register, North and East Texas 
Press Association. 


Joins Dickie-Raymond 

Edwin E. Leason, for nine vears 
vice-president of F. S. Root Coy 
pany, Boston, has joined the stas 
of Dickie-Raymond, Boston, as sale: 
manager of the D-R mailing service 
division. He was previously adye, 
tising manager of B. F. Sturtevap: 
Company. 


Issues Type Book 


The American Type Founders 
Sales Corporation, 300 Communipay 
Ave., Jersey City, N. J., has put 
lished a new type specimen book 
under the name of “Book of Amer 
ican Types,’ devoted exclusively 
type faces. 


PRINTING 


YOU PAY 


a4 “_ 
@ Whether you realize it or no, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don't get it... You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn'tbring the desired results 
... You pay in many other ways 
not includedintheinvoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY ... Years of experience 
serving important advertising 
agencies and commercial con- 
cerns are at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
you. Telephone Wabash 782) 
for some interesting samples. 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


Th ‘ed 
adi ment 
for M ha 
W re 
wa ed 
by m 
Cor ation 
ALWAYS 


THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you.:: 
S econcemy and satisfaction assured. 


FAITHORN 


CORPORATION 
504 Sherman St., Chicago » Wab. 7820 
iR, 
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@ Wall Street is the shopping avenue of Kingston. The Sunday News reaches 36.60 of the shoppers 
Kingston is 95 miles from New York, on the west bank of the Hudson River. It bas a population of 


28,088, and its 7,488 families read 2,738 copies of the Sunday News. 


| Jrading Post _) 


FOR 300 YEAR? 


q 
8 Entering Kingston! 
Route 9W crosses the bridge over Rondout 
! Creek— 
: Where Henry Hudson stopped in 1609 for 
if water— 
: And winds up through a spreading town 
g That extends from the river to the edge of the 
; Catskills— 
d Through this centuries-old city, 
: Where electric signs throw shadows on an old 
: stone house 
' Built a hundred years before the Revolution, 
s And on a new store front as modern as the 
m latest package design. 
: Mixture of old tradition and new enterprise! 
r Underthe gaze of early patroons enduring inoils 
On the walls of great houses set back from 
Albany Avenue 
Grayhaired ladies in black serve tea from silver 
heirlooms. 
| While down at Shanghai Loo’s 
Young people are learning to like chow mein, 
Are driving out to the Golden Rule Inn to 
J “dine and dance”. 
Rotary meets at the Governor Clinton 
IN In a dining-room overlooking the garden. 


In the high school on the long hill that drops 


to the river 


Children learn that business was good in 
Kingston 

Before the first Pilgrim set foot on Plymouth 
Rock. 

Kingston families now buy their furs 

In a smart retail store on Wall Street— 

Or Fifth Avenue, New York, 

Instead of an Indian trading post at the mouth 
of the Rondout. 


Business is still good in Kingston! 

7,488 families comprising 28,088 people 

Eat, dress, drive cars, buy refrigerators and 
radios. 

Boys and girls make love under the white elms 
and sycamores, 

Marry and bear children—and buy! 

Do they buy a little of your product—or a lot? 


On the map Kingston lies just inside the 100- 
mile circle 

Centered on New York City. 

95 miles from 42nd Street 

It feels fully the metropolitan influence, 

And keeps step with the life, fashions, and 
customs of New York City. 

For instance, 36.6°,, of Kingston families read 
the Sunday News. 


No other medium goes to nearly so many of 
them. 

The leading national magazines reach from 
8”, to 17°, of the families. 

The largest of them fails to find 

Half as many families as the Sunday News. 


Seventeen million people are packed into 
an area 

Whose farthest point is only a few hours’ drive 
from New York City. 

Here is one-eighth of the population 

In 1.3°, of the land area— 

Perfect sales setup—and what are you doing 
about it? 

If you need 20°, or better coverage to influence 
dealers and customers 

The big national magazines leave you flat 

In this New York area. 

There are 156 cities of 10,000 or better, 

With a total population of 13,081,714. 

In 29 towns totaling 1,051,864 population 

The biggest national magazine gives 20%, or 
better coverage— 

Adequate distribution to 8°, of this urban 
population. 

Another big national magazine 

That likes to think of its family influence, 

And sells a lot of advertising that way, 

Reaches 20°, or more of the families in five of 
these cities 

Whose population totals 82,83 2— 

Reaches less than 1°, of the people on any 
adequate scale. 

But the 113 20% towns of the Sunday News 

Total 11,391,377 population, 

Adequate readership among 87°, of the people 

~ of 156 “10,000” towns! 

And the average coverage is more than half 
the families, 

At a cost surprisingly low in comparison. 

The medium to create your selling force in the 
the New York area 

Ought to be obvious. 


For Main Street or Manhattan, 

This one medium meets the conditions you 
need 

If your package is going to meet a lot of people 

In your best and biggest market. 
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WIDE FAVOR FOR 


FOR TYPEWRITERS © 


| ging” of oil products. Oysters may | 
now be purchased in half-pint, pint, | 
and quart sizes. 
CANNED OYSTERS Booth Fisheries radio program is| New York, Nov. 28.—A_ tendency 
ja 15-minute dramatic skit built | ; . 
o |on the part of the large typewriter 
around the sales talk of “Tommy | es is : new 
ga Tucker,” a dealer in the company’s | COMPantes > warieeg ye eevee. 
Chicago, Nov. 29.—Essaying to| fish and sea foods, to Martha Hut. | tising a 7 ae er 
overcome the skepticism of house-| ton, owner of the mythical restau- | dealer organizations became some- 
wives on the subject of canned|rant, “Fish Tales.” On Nov. 14, | what more apparent during the past 
oysters, fjooth Fisheries Corpora-|emphasis was placed on canned | Week when large advertisements ap- 
tion has launched a radio and trade | oysters in this program for the first | peared in two midwestern metropo- 
magazine campaign to educate con- | time. lies. 
sumers and dealers on the benefits Martha Hutton is director of the} The Royal Typewriter Company 
of the canning process. home economics department of | Used a six-column advertisement in 
The company’s “Fish Tales” pro-| Booth Fisheries. Frank Dane imper- | the Chicago Daily News, done in a 
gram each Wednesday morning over |sonates “Tommy Tucker.” Brought | Held style, which brought readers 
a chain of 18 CBS stations now fea-|into the conversation of the dealer | face to face with the question of de- 
tures promotion of canned oysters. | and restaurant owner are famous | ciding whether they will be modern 
Aimed at dealers, copy was also run. recipes utilizing sea foods and fish,|or as out of date as the old style 
in the November issue of the! and special suggestions for their | high-wheeled bike. 
International Grocer, and will be) use. This was an out and out piece of 
carried in Meat Merchandising tor| Carroll Dean Murphy, Inc., Chi-| selling copy, designed to get leads 
December. First consumer maga- | cago, is the agency in charge. for Chicago salesmen. It featured 
zine copy on the delicacy appeared the portable machine, on which the 
in the November issue of Euwtension ope ° ° | company has been doing a “record 
Vagazine, Catholic publication. Utility in Drive breaking” business the past several 
The Southern California Edison |months. During this time, the com- 
Bulk System Is Out \Company, Los Angeles, will launch | pany has been out after leads in its 
An interesting development in the anot her aggressive load-building advertising, laying aside the pres- 
merchandising of oysters has arisen ee re, poe | tige-institutional type of copy. Cou- 
in the recent ruling in several outdeer. The Mayers Company, ae pon advertisements have appeared in 
Eastern states that oysters must) Angeles, is in charge. about 40 magazines. 


the original | 
the old bulk 


henceforth be sold in 
containers instead of by 


Has Advertising Course 


The Chicago advertisement 
spotted in about ten cities. W 


will be 


hile it 


system, points out E. V. Bertolini, , 5 |does not play up the Christmas 
advertising and sales manager of A course in advertising at Seth jthought, it is expected to do the work 
the company. open grt oo" % gece jof a holiday campaign. 
, : yy the Advertising Club of Newark, peek ee Se — a 
The new campaign emphasizes | ,; : g a es ‘say. | Appearance last week of a_ full 
, N. J., got under way Nov. 20 with! oo in the Milwaukee Journal on 
that through purchasing canned ‘a lecture by Howard Wadman on |page in e Mili Je 
oysters, the consumer receives a |“Advertising, Yesterday and Tomor- | the new model announced in the Sat- 
good solid pack of oysters freshly | row.” urdcy Evening Post spread of Nov. 
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| DAILY MIRROR 


oe Petty Aten Revietored US Patent Offic Entered a8 tocond class matter Post Office, New York, N. « 


New York, Friday, November 23, 1034 Zecents Piste | hetnoe 


LIMITS | Elsewhere 


bebe 
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MUrray Hill 2-1000 


I have recently undertaken the direction 
of the New York Daily Mirror, a tabloid 
newspaper that now has more than 500,000 
circulation daily, more than 1,000,000 Sunday. 


Deeply interested in this work, I wish 
business and other friends, and those with 
whom The Mirror comes in commercial con- 
tact to know of my association with the New 
York Mirror. 


The Mirror is a newspaper planned to 
represent the period in which we live, em- 
phasizing brevity in expression, and the use 
of illustrations that tell their story more 
quickly than words. 


I hope to make The Mirror increasingly 
useful to its readers and serviceable tu busi- 
ness men through their advertising. 


I believe that The Mirror can be made 
one of the most useful newspapers in America, 
advising and informing the young, for their 
good, while earning the respect and en- 
couragement of older men and women. I 
shall be grateful for suggestions for improving 
The Mirror and particularly grateful for 
frank criticism. 


Sincerely, 


ARTHUR BRISBANE 


New Unosnwoon 
A GREAT TRIUMP 


= GP a 
After little vases of type- 
writers for some time, especially in 
newspapers, a surprising amount 
has broken within the past few 
days. Reproduced here are a full 
newspaper page for Underwood 
Elliott Fisher, and a_ six-column 
advertisement for Royal. 


24 demonstrated that Underwood E1-| 
liott Fisher Company looks fa- | 
vorably upon dealer tie-ups effected | 
through newspaper advertisements. 

The page was special copy, 
ing up 550-line 
in that paper 
some time past. 


Metallic Gold 


Runs on Cover 
Of Newspaper 


also 


advertisements 


every few days for 


Chicago, Nov. 30. 
of printing metallic 
pers 
Drovers 


Practicability 
gold in newspa- 
demonstrated by Chicago 
Journal Nov. 23, when i 
used black and gold on the cover page 
of a tabloid supplement. The supple- 
ment, commemorating the golden an- 
niversary of the American Aber- 
deen-Angus Breeders’ Association, 
Was printed as part of the regular 
edition, being automatically inserted 
via the balloon transfer on a new 
high-speed newspaper press. 


was 


os 


No Preliminary Trial 


The use of a metallic ink 


cdertaken 


Was Uunh- 


without any preliminary 
trial, the idea for the cover design 
having been conceived just soon 


enough to allow time for the art 
work and photo-engraving to be pro- 
duced in time to meet stereotyping 
and press schedules. No insurmount- 
able difficulties were encountered, 
since the ink manufactured to 
meet the requirements of press speed, 
which was held down to about 20,000 
and paper stock—a 35 pound sheet of 
halt-tone news. 

The ink was run ina 
der-shot color fountain. At the out- 


Was 


regular un- 


| years 
; icharge of 
follow- |partment of the Lumbermen’s My 
run |tual Casualty Company, 
| been 
dent 
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packed at the company’s plant. | TYPEWRITER COPY BREAKS IN FLOOD 

| Use of the can, it is noted, guards 

against possible tampering or addi- C y Serv ereen 7 er 
7/ / an bi > = 

tion of liquid, and is similar to the Vm all E celled You putt ad Charmed Fey 

precautions taken against ‘“bootleg- 


“WHAT apres 


O71 @ ROYAL PORTABLE emt “*) 


Don't be silly! . . I've never typed a line in my life!” 


AHA jr 


buy Vor: owe PORTAL: Hew NEVER AGAIN MAY PRICES BE SO om 


a ee | 
RObG-Wa PORTABLE TYPEWRITERS 


ROTALS ARE FEATURED “WHEREVER TYPEWRITERS ARE S0L8 


M. P. eile aaa 


Martin P. Luthy, for the past four 
assistant vice-president = jy 
the business extension (de. 


Chicago, has 
named assistant to the presi 
of the organization. 


Have you a 
cable address’ 


If you have it is good strategy 
to include it in your advertising 
in Engineering News-Record and 


in Construction Methods. 


These two publications have over 
3 thousand foreign circulation. 
This circulation is entirely vol- 
untary. Subscriptions have not 
been solicited in any mean- 
ing that engineers in foreign 
lands appreciate these American 
construction publications 
are interested in 
struction 
ment. 


way, 


and 
American con- 


methods and equip: 


In addition, American engineers 
working on projects all over the 


set the ink started to spray some- 
what, but this was overcome by the 
addition of a special varnish. The 
ink set fast enough to prevent any 
real trouble with offset. There was 
some “piling” on the plates, this 
being overcome by occasional wash- 
ups. 


Lyon Named Editor 


| €. C. Lyon, former 
‘the Columbus Bureau of 
Howard. Newspaners, 


manager of 
the Scripps 
has been ap- 


pointed editor of the Lancaster, O., 
Daily Eagle. Charles Sawyer, lieu- 


tenant 
sociated 


governor of 
with the 


Ohio, 
paper. 


is also as- 


Two Name Mayers 


The Union Bank of Los Angeles 
has appointed the Mayers Company, 
| Los Angeles agency, to direct adver- 
tising, effective Jan. 1. 
will also place advertising of 
Pacifie Clay Products Company, 
| Angeles. 


Los 


Daych Returns to “Forbes” | 


Herman 


years, has returned to that 
His headquarters are in the 
Tower, Chicago. He 

signed as a member of 
sales staff of American 


Weekly. 


This agency | 
the | 


Dayeh, who was western 
manager of Forbes Muayazine tor six | 


position. | 
Tribune | 
recently re- 
the Chicago 


world make sure that HEngineer- 
ing and Construc- 
tion Methods tollow them. 


News-Record 


Make it easy and inexpensive for 
them to get in touch with you. 

| Let them know that you are 
geared to take care of foreign 
orders. Publish your cable ad- 
dress and the code words for 
your products in every adver: 
tisement in— 


| 


ENGINEERING 
NEWS -RECORD 


CONSTRUCTION — 
METHODS | 


McG raw-Hill 


Publications 


| 
| 
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100,000 1,275,000 1,500,000 700,00 : 
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FOURTH circulation Guarantee 


Announced This Year [icons vevco.coo'n tno’ 


Macfadden Publications Inc. published the original of all four 
famous, fast growing women’s groups. Now it is the fastest- 
growing. Now it is the BIGGEST of them all. 

All the resources of the pioneering publishing house of the 
mass field have combined to put out the best editorial con- 
tents, the best art direction, the best mechanical reproduction 
consistent with the market that Macfadden KNOWS and ad- 
vertisers NEED. 

No wonder 1934 has shown a 98 percent gain in advertising 
revenue over 1933! 


No wonder February 1935 is just closing nearly 
100 percent over even the record 
February of last year! 


1,604,003 


NET PAID 
1,460,677 
NET PAID = 


RAGEEE EE 


eD 
GUARANT GUARANTE 
: 
JANUARY MAY 
1934 1934 


The “Group” field is the big new field for low cost sales to 
the two-thirds market of wage earner family housewives. 
Macfadden Women's Group is the first group in the field. 
Advertisers whose orders are received by December 10th, 
may buy this 1,700,000 guarantee — this 1,800,000 or more 
net paid (already exceeded) — for the price of 

1,500,000. NEW PAGE RATE $2,720. 
OLD RATE, $2400. Write 

420 Lexington Ave. 


1,800,000 


NET PAID 


1,641,807 = 
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December 1, 1934 


“I always read Nation’s 
Business and get much 
from the well prepared and 
constructive articles.” 


J. E. DAVIDSON, 
President 


Nebraska Power Co., 
Omaha 


MR. DAVIDSON, a sub- 
scriber since 1926, is one of 
the 31,050 executives who 
receive Nation’s Business 
because of membership in 
the United States Cham- 
ber of Commerce. The 
membership subscribers, 


—— 


Advertising of 
Airtemp to Be 
Run All Year 


New York, Nov. 28.—The 
tional program of Airtemp, Inc., air 
conditioning division of Chrysler 
Motors, will be carried on the year 
round, according to a_ statement 
made to ADVERTISING AGE this week 
by H. C. Jamerson, general sales 
manager, who also reported that the 
work of appointing distributors is 
progressing rapidly and within the 
very near future Airtemp will be well 
represented throughout the country. 

“We are depending upon sound dis- 
tribution and good advertising to 
keep our equipment well before the 
already-interested public,” he added. 
“The remarkable reaction to a sin- 
gle announcement bringing actual 
orders convinces us that our story 


promo- 


fact that we are in the business of 
‘year-round air conditioning’ keeps 
us in the field each month of the year 
and, in consequence, when we offer 
the public air-conditioning equip- 
ment we refer to the all-year type of 
system as well as the seasonal type 
system where desired.” 

Roy M. Miller, who has spent the 
last five years in the air-condition- 
ing industry, has been made director 
of sales promotion of Airtemp, Inc. 
He was for several years in the re- 
frigeration industry at St. Louis and 
with the Frigidaire Corporation, 
Dayton, having had charge recently 
of its air-conditioned house at the 
World’s Fair, heenenet 


Starts iiaiaiiiiiaaas s Club 


More than 100 prominent club 
women attended the inaugural lunch 
eon tendered by William Randolph 
Hearst, Jr., at Hotel Warwick t 
launch the Homemakers’ Club of the 
New York American, which is ex 
pected to amplify the paper’s home 


originally thefonly sub- 
scribers, 
12 % of the total net paid 
circulation of 250,428. 


now fconstitute 


of advertising. 


can be well told through the medium 
Other activities of a | 900 club and non-clubwomen i 
similar nature have brought equally 
satisfactory results. 

“The methods we plan to use in 
the marketing of our products will 
carry our advertising activities into 
various classes of mediums, and di- 
rect-mail campaigns will, 
be used in their proper seasons. The ;man, 


New York area. 


Club will hold its Christmas 
Dec. 20. 
tising department, 


of course, | kdison Company, is committee 


ANUFACTURERS of farm ma- 

chinery, for example. are big users 
of parts and materials. One such cus- 
tomer would yield a handsome profit. 
in addition to financing an aggressive 
advertising campaign. 


It is like 
make up the reading audience of 
Product They 
metal products in large 
quantities for use in the home, the 


manufacturers these who 


Engineering. make 
“engineered” 


office, the factory, and agriculture. 


Serviceability and attractiveness are 
first considerations in designing such 
products. Obviously it takes expert 
selection of parts, materials, and fin- 
ishes to make the completed product 


desirable. 


This task of selecting and specifying 
falls upon chief engineers, chief draft-- 
men, designing engineers. and = me- 
chanical engineers—the readers of 


Product Engineering. There are thou- 


economics activities and enroll 100, 


n the 


Club Sets Party Date 


The Chicago Federated Advertising 


party 


Mercedes J. Hurst, adver- 
Commonwealth 


chair 


Some of the yearly purchases of a 


manufacturer of farm machinery 


Steel (cold-rolled, cold-drawn, 


and pressed-steel parts)....... $134,367 
Flexible metallic tubing.......... 3,933 
Friction lining (clutch and brake) . . 9,634 
Clutches . eA eee 2.722 
Bearings (various june) RO sa he's ace 40,148 
Roller chain and silent chain...... 11,796 
Gears ee Oe nc ee 
ES ee ore ane 4,369 
Lock-washers and lock-nuts. . . 1,028 
Bolts and screws................ 39,333 
IES geese CPC cick’ «ae. 6 9 55 WSO 6,416 
EI ere en trey Ue a ot 2,627 


sands of them in the plants that make 


transportation equipment, electrical 
appliances, portable tools, typewriters. 
mill machinery, pumps, and hundreds 
of other products . in quantity 


production. 


The fact that they pay to read Product 
Engineering is what makes it the out- 
standing medium for advertising parts. 
The cost is 
negligible compared to the large orders 


materials. and_ finishes. 


you are working for when you adver- 
tise in Product Engineering. 


PRODUCT ENGINEERING 


A McGraw-Hill Publication ° 


330 West 42nd Street. New York 


Member A.B.C. and A.B.P. 


POOR RICHARD 
CLUB HONORS 
WILL ROGERS 


Lays Plan for Famous An- 
nual Banquet 


Philadelphia, Pa., Nov. 30.—Will 
Rogers has been chosen to receive 
this year’s medal of achievement 
from the Poor Richard Club, the 
presentation to be the highlight of 
the advertising club’s annual banquet 
on Jan. 17, the birthday of its patron 
saint, Benjamin Franklin. 


The renowned comedian, lariat 
business sage and ambassa- 
dor-at-large will be asked to accept 
the coveted medal for his outstand- 
ing service to American business 
through his newspaper articles, radio 
talks and the general influence of 
his wholesome and homely common 
sense. 


twirler, 


The theme for this year’s celebra- 
tion of ‘“advertising’s outstanding 
social event” will be “America 
Marches On.” This thought will be 
developed in the decorations, pro- 
grams and entertainment, and in the 
displays in the advertising show to 
be held in connection with the ban- 
quet. All in a decidedly optimstic 
vein, the program will illustrate and 
dramatize the progress of America 
trom Franklin's time to the present 
and onward. 


Leading business firms are plan- 
ning to participate, and the most 
elaborate show ever held here is 
promised. This event is looked upon 
by Philadelphians each year as just 
about the biggest event of the sea- 
son in its class. Bags of nationally 
advertised products contributed by 
the manufacturers will be distributed 
to all guests. 


The club has just resumed publica- 
tion of its classic house organ, the 


“Poor Richard Almanac,” founded by 
Franklin, after a lapse of five years. 
It is now being published monthly, 
in magazine form, and the mailing 
list includes not only members byt 
prominent advertising people 
throughout the country. 


New Committees Functioning 


Two new committees have just 
been set up to deal with problems 
confronting Philadelphia advertising 
men. One committee, under the 
chairmanship of Charles Eyles, of 
the Richard A. Foley Advertising 
Agency, Inc., will inaugurate a serieg 
of round table discussions on agency 
problems, while the other committee, 
headed by Morgan Harding, of the 
Curtis Publishing Company, will con. 
sider publication programs. 

Steady growth in the student body 
of the club’s reorganized Charles 
Morris Price School was stimulated 
to an unexpected degree by the Dj- 
rect Mail Advertising Association's 
exhibit here, which the club spon- 
sored. Several students registered 
as a direct result of the interest 
aroused by the exhibit. 

The dean of the school since its re. 
organization this fall is Dr. Kar 
Waugh, former president of Dickin. 
son College. The faculty includes 
Charles Coiner, advertising art; Dr, 
Calvin O. Althouse, public speaking; 
V. Winfield Challenger, printing; 
Harry Whitcraft, journalism; H. P, 
Scott, practical writing and radio ad- 
vertising; Robert Hobart, markets 
and merchandising; George T. Street 
and Howard Medholdt, first and sec. 
ond year advertising, respectively; 
and Frederick Lynch, window dress- 
ing, a new department of the school. 

Mr. Coiner is art director for N. 
W. Ayer & Son, Inc., and is noted 
as the creator of the NRA Blue 
Eagle, and Mr. Challenger is director 
of printing for the Ayer agency. Mr. 
Scott is an author of business arti- 
cles, and Mr. Hobart is merchandis- 
ing manager of Gimbel Brothers’ 
Philadelphia store. 


’ 
Broadstreet’s Agency 
Broadstreet’s chain of men’s fur- 
nishings and clothing stores, has ap- 
pointed Hirshon-Garfield, Inc., New 


York, as its advertising agency. 


7 ILL. 


il Combined 


per acre. 


One 


sin, and one Illinois counties wi 


In addition, other farm income 
mated) for 1934. 
dam construction, 50% of which 
ting results in this booming mark 


Write today for market daia 


and. TIMES = 


> 360 )N. Michigan, Chicago 21 East 40th St 


40 State Ci 
UN Reporti 
Dubuqueland far above other areas in 1934 corn 


yield. Above map shows percentage of normal yield 


Federal 
To 60 55560 Te 60 MM Asove 60 State Crop 
SHADED AREA — BELOW 40 Reporting 


Service 


Million Dollar Corn Crop 


of America’s Greatest 


Advertising Opportunities 


Dubuqueland leads Iowa in 1934 corn yield, with approximately 90% 
average yield at $1 per bushel (Nov. 22 market price). 
income from corn alone—$33,442,411.00 (estimated) now makes 
Dubuqueland one of America’s prize advertising markets. 


This huge 


The 29,000 Telegraph-Herald families in eleven Iowa, two Wiscon- 


ll receive most of this $33,000,000. 
will amount to $52,000,000 (esti- 


And with the $12,000,000 government lock and 


will be wages, advertisers are get- 
et. 


Che G Orlegraph- Herald 


=-JOURNAL_ 


Dubuque,lowa. 
'e presentatives—FRANKLIN P. ALCORN, Inc. _ 


reet, New York 3084 W. Grand bivd.. Detroit 
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LEADERSHIP 


MoToR's position as the automotive industry's lead- 
ing, most influential magazine has never been more 
pronounced. 


A QUALITY editorial presentation has made 
MoToR the preferred magazine in QUALITY 
establishments. 


And Selection of subscribers as to LOCATION 
(Paralleling Buying Power) plus Selection as to 
“QUALITY of Establishment has made MoToR 
the preferred magazine with advertisers. 


Compare the photographs at the left with those 
at the right. 


You don't need to be told where to go for 
business! 


This separation into Quality Subscribers and Poor 
Outlet Non-subscribers is what happens in every 
town when MoToR's acid test, its $2.00 subscription 
price, is applied. 


MoToR gives the greatest coverage of Quality 
Establishments plus outstanding Reader Preference 
throughout the trade. 


MoToR’s Lead in Advertising this Year Is 
the Greatest in Its History 


The Leading Automotive Business Magazine 


Another record-breaking January SHOW 
ISSUE of MoToR will soon be going 
fo press. Is your copy in? 


=), During the past 12 months MoToR has re- 
‘jected over 3,000 paid-in-full trade subscriptions 
because they did not meet our own rigid re- 
quirements. 


Giving Blanktown 
MoToR’s $2.00 Acid Test 


See Results Below 
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Current Public Relations Problems 
of Advertising 


it is certain that another Tugwell- 
Copeland bill amending the food and 
drugs act will be introduced at the 
next session of Congress, beginning 
January 3, and it is also certain that 
advertising will again be put on the 
defensive in combatting 
in these 
vertising. 


regulations 
measures dealing with ad- 

It is possible, and in some quar- 
ters expected, that the bills will be 
so changed from the measures offered 
at the last session that most of the 
objections voiced at that time may 
be withdrawn. In fact, the Associ- 
ated Grocery Manufacturers of Amer- 
ica, meeting in New York last week, 
agreed that ‘constructive 
of the present law 
suggested the 


revision” 
is in order, and 
lines along which 
might be made to the ad- 
vantage of the public, without harm 
The present concili- 
atory policy of the national adminis- 
tration gives ground for. be- 
lieving that the new measures offered 
to Congress may be 
treme, and therefore 
ceptable, 


changes 
to the industry. 
some 


much less ex- 
more nearly ac- 
than most of 


sored by the 


those spon- 
Department of Agricul- 
ture at the previous session proved 
to be. 

This is only 
situations in 
terests find it 


one of the numerous 
which advertising in- 
defend 
themselves against unreasonable reg- 
ulations and 


necessary to 


have 
cases in which adver- 
tising has been attacked in broad and 
general terms that it should not be 
a matter for 


restraint. There 


been so many 


surprise if a consider- 


able portion of the public 
lose interest and belief in advertis- 
ing as a reliable source of buying 
information. 

Fortunately that condition has not 
yet developed. Advertising has 


proved itself as sound and _ honest 
so many times for so many people 
|that the great mass of the public 


continues not only 
look to it for buying suggestions re- 
garding products, 
sources of supply. 
the continuing 
advertising, on 
ethical grounds, 


to read it but to 


services and 
But nevertheless 
propaganda against 
both economic and 
should be definitely 
repelled through counter-attack from 
responsible sources. 

The first 
course, 


need of advertising, of 
is to remove just 


complaint. 


causes for 
Publishers must be pre- 
pared to assume a larger degree of 
moral responsibility for the 
tion of 
They 


elimina- 
objectionable 
have it in their 
stroy whatever 
dictments of 


advertising. 

power to de- 
basis of truth the in- 
extremists and dema- 
gogs have contained. This is a pri- 
mary and essential necessity of the 
situation. 


In addition, however, there should 


be an organized program for inform- | 


ing the public regarding advertising 
and its objectives. There is ample 
material at hand for effective educa- 


tional work which will provide spe- | 


cific knowledge about advertising as 
a public service. The dissemination 
of this information will 
good will of advertising 
ceptance which it now 


and the ac 
enjoys. 


Price Fixing on the Way Out 


It is generally agreed not only 
among economists and business men, 
but also among representatives of the 
national administration, that price- 
fixing is a failure. Attempts to con- 
trol prices and 
NRA codes have failed, it is agreed, 
both because of the difficulty 


production through 
of en- 
forcing them and because of the in- 
different results in 
stantial compliance has been ob- 
tained. This general statement may 
need one or two qualifications, but 
seems to represent substantial agree- 
ment on the basic problem. 

Paul Hollister, 
dent of R. H. Macy & Co., addressing 
the Association of National Adver- 
tisers, Inc., at its Atlantic 
vention last week, 


cases where sub- 


executive vice-presi- 


City con- 
launched a blister- 
ing attack against price-fixing as the 
chief obstacle to increased purchas- 


ing He contended that artificially 


maintained prices have 
potential demand, 
it would at once 
erate the turnover of goods, 
stimulating production and 
ing employment. 

Even conceding that Mr. Hollis- 
ter’s point of view is not necessarily 
representative of all retailers, it con- 
tains the basis of the argument now 
generally accepted—namely, 
terference with supply 
through 


that in- 
and demand 
maintenance of artificially 
high prices does not produce a max- 
imum consumption of goods. If we 
may qualify this basic economie con- 
cept by agreeing that the new deal 
requirement of minimum wages and 
maximum hours, to prevent the ex- 


ploitation of labor, should also be 
met, we may find the new basis of 
operation after the code require- 


ments on price-fixing are abandoned. 


began to} 


protect the 


dammed up 
and that releasing 
increase and accel- 
thus 
increas- 


EXPOSING THE HOME LIFE OF AN AGENCY 


Copyright The Bell Syndicate, Inc. 


| 
| The United American Advertising Agency gets a rush order for a 


Department of Commerce 


Seeks Users’ Assistance 

To the Editor: Because of your in- 
terest in distribution problems and 
marketing research, I am taking the 
liberty of sending you two press re- 
leases and one report. 

The releases describe in some de- 
tail the reorganization of the Mar- 
keting Research and Service Divi- 
sion, of which I am chief, formerly 
known as “Domestic Commerce.” 
This change follows the recommen- 
| dations of a group of business men 
who are members of the Committee 
on the Elimination of Waste in Dis- 
tribution of the Business 
and Planning Council of the Depart- 
ment of Commerce, which recom- 
mendations are found in the attached 
fveee on “Domestic 
| search.” 

It is my intention to make avail- 
to business men interested in 
| distribution as much practical infor- 
|mation as possible, without in any 
| way duplicating the work of private 


trade 
pers. 


associations, or 
There is, as you know, a vast 
j}amount of statistical information col- 
llected each year in Washington, 
}much of which, if properly arranged 
-and presented, could be used. 

It is further my 
|/lect and issue 


iby a government agency. 
For these reasons, 


| appreciate any interest you may have 
}in our plans and publications. Com- 
| ments and constructive 
|from you or your 
nestly solicited. 
As an example of one type of aid 
which this Division is prepared to 
jrender, I am enclosing a copy of 
i“Sources of Some Current Trade 
Statistics.” This publication is 
available free from this Division as 
long as the supply lasts. 
WiILrorp L. WuiItr, 
Chief, Marketing Research 
and Service Division, De- 


readers are ear- 


partment of Commerce, 
Washington, D. C. 
v v v 


$10 of Sales for Each 
Dollar of Advertising 


To the Editor: I am sorry that 
your reporter evidently misunder- 
stood in my talk before the Colum- 
bus Advertising Club last week the 


hires | 


Marketing Re- | 


or collegiate research organizations, | 
business pa- | 


intention to col- 
other data from time | 
to time which can best be handled | 


I would greatly | 


criticisms | 


slogan for a pickled herring. 


 Vetes dite 


Advartion: 


point which you emphasized in the 
heading of your news story. 

What I tried to say was that we 
get back about $10 in gross sales 
direct from each dollar we spend in 
advertising space. 

Of course this sets up a high stand- 
ard of results, but fortunately we 
have been able to live up to it 
through the years. 


ELon G. BortTon, 
Director of Advertising and Sales 
Promotion, La Salle Extension 
University, Chicago. 

v v v 


Sees Similarity Between 


Olds and Sun Oil Copy 


To the Editor: In your issue of 
Nov. 10, you published a poster of 
| Oldsmobile which was awarded sec- 
‘ond prize in the recent exhibit of 
outdoor advertising art. 

Inclosed, you will find an adver- 
tisement that we prepared for the 
/Sun Oil Company last winter which 


Step in 


.. that’s Blue Sunoco! 


No motor fuel... NOT EVEN extra priced, 
high-test gasoline starts cold motors quicker. 


Se cee ney eee hee gmetinn bet rae cn gar © heme comiimanen sf 
cneee: cenng, tee a Peete Nee ners mee 


~- =SGNoGO 


=" MOTOROFUEL ¥ 
THE ‘PASS-WORD' OF THE ROAD 


evidently was approved most enthu- 
siastically by Batten, Barton, Dur- 
stine & Osborn. 

It seems to us quite a compliment 
that this splendid large organization 
should find in our original creation 
the idea from which this poster was 
developed. 

Will we be awarded a prize for 
contributing to such a glorious pos- 
ter? 

Yours without a kick in the world. 

G. C. PIERCE, 

Executive Vice-president, Roche, 

Williams & Cunnyngham, Inc., 
Philadelphia, Pa. 


/ tual 


—;, 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor. 
ing them, or through ADVERTISING 
AGE, 


No. 674. 


This folder furnishes statistics op 
results of a survey made in 25 cities 
to discover the preferred magazine 
covering the automotive field. Ae. 
photographs of establishments 
receiving Motor magazine add inter. 
est to this circulation breakdown and 
analysis. 


Proof of Leadership. 


No. 675. The Key to Wine and Lig. 
uor Profits. 

Heralding the initial issue of Wing 
and Liquor Profits in January, this 
Gillette Company booklet describes 
how the subscription list of leading 
retailers was hand-picked. It includes 
rates, outlines editorial policy, and 
furnishes a resume of legal retail 
outlets for wines and liquors in the 
wet states. 


No. 676. More Facts on Radio Lis- 
tening by Income Levels from CBS. 
CBS reveals findings of a coast-to- 

coast radio survey involving 88,462 
personal house-to-house calls. Ex. 
tremely interesting are statistics on 
total radio ownership, periods of 
daily listening by the “Clancys” and 
the “Delanceys,”’ ownership of extra 
sets and automobile radios, percent: 
age of sets in working order. All 
figures are broken down by income 
classes. 


No. 677. 1934 Distribution of True 
Story Circulation. 

The advertiser should find this 
breakdown informative and valuable. 
Based on total distribution for the 
February, 1934, issue, statistics are 
given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
booklet also shows distribution of 
leading women’s magazines by city 
size groups. 


No. 678. Winsted Ledger and Win 
sted Bond. 

Two handsome sample books of the 
Rising Paper Company displaying 
sample weights of Winsted Bond, 
new cockle surface sulphite bond pa- 
per, and Winsted Ledger, new sul- 
phite ledger paper. Complete data 
is presented. 


No. 629. World Program Service. 


A leaflet describing the service of 
World Broadcasting System, and giv- 
ing station rates, location, power, and 
other information about affiliated sta- 
tions. 


No. 652. Data File on Sports Afield 

A folder containing a variety of 
data on Sports Afield, including ex 
pressions from advertisers, a study 
of its rate structure, lineage and cil- 
culation records, data on the field 
served, etc. 


No. 688. McGraw-Hill. 

A folder published by the McGraw: 
Hill Publishing Company giving 4 
brief description of each of the Mc 
Graw-Hill publications, and also an 
outline of the work of the McGraw 
Hill Book Company and the McGraw 
Hill Catalog and Directory Company. 


No. 604. A New and More Effective 
Approach to a Proven Market. 
A booklet published by Street and 

Smith Publications announcing the 

introduction of a new four-color serv 

ice for advertisers in the Street and 

Smith Group. A unique feature of 

the plan is that plates for four-color 

pages in the publications will be fur 


nished by the publisher without 
charge. 
No. 653. The Canadian Market. 


A comprehensive booklet discussing 
the buying power of Canada, with 
particular reference to the Toronto 
market. Published by the Toronto 
Industrial Commission, copies 4T 


available through the Toronto Star. 
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 Kdited for... 


the Four Million 


POT on any sales map the major distribution 
S centers east of the Rockies, the cities that 
spell sales opportunity—built by oil, iron, in- 
dustry and commerce. Add to these the rich 
valleys of the Middle West, the prosperous cotton 
lands of the South, the busy manufacturing towns 
of the East. This is America’s ““A” market. Almost 
88% of the country’s retail business is done here, 
and 90% of the total wholesale trade. 


It is for the people of this greatest of all trad- 
ing areas that THIS WEEK is published. Its 
format and content are based on the experience 
of the 21 leading newspaper publishers who have 
been serving over 4,000,000 families in this great 
“A” market these many years. 


THIS WEEK is the natural development of a 
long-established editorial feature. As a magazine, 
its pages will carry what no single newspaper 


UNITED NEWSPAPERS 


420 LEXINGTON AVE.” NEW YORK, N. Y. 


360 N. MICHIGAN AVE., CHICAGO, ILL. 


could properly afford to buy—the first-run fiction, 
the informative articles, the fine color-printing 
which readers have come to expect of a first-class 
magazine. Editorially, THIS WEEK is fitted to the 
reading needs of the four million. Its publish- 
ing program is as broad and basic as its market. 


THIS WEEK is challengingly new as a power- 
ful marketing force. But there is nothing untried 
or untested about its editorial plan, the market 
in which it is distributed or the individual papers 
whose collective experience has made possible this 
new approach to America’s greatest sales market. 


N. B. — HIGHLIGHTS of “THIS WEEK”: 1. Hits hard where 
sales opportunity is greatest—21 major distribution centers. 
2. Quality colorgravure printing at low advertising cost. 3. Over 
4,000,000 circulation—powerful concentration in the cream of 
America’s ‘‘A”? market. 4. A live, colorful weekly magazine dis- 
tributed with the Sunday editions.* 


Magazine Corporation 


GENERAL MOTORS BLDG., DETROIT, MICH. 


Associates: 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 


DALLAS NEWS 
DETROIT NEWS 


CLEVELAND PLAIN DEALER 


INDIANAPOLIS STAR 

MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 


NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


* Distributed with the Sunday edition except in the Chicago Daily News Saturday edition. FIRST ISSUE, FEBRUARY 2-4. 1935 
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WISE SAVING IS 


KEYNOTE OF NEW 
SALMON EFFORT 


Del Monte in Big Campaign 
for Three Brands 


San Francisco, Cal., Nov. 28.—That 
housewives tired of pinching “food 
pennies” will welcome the economy 


values of salmon is the keynote of 
California Packing Corporation's fall 
drive on Del Monte salmon. 

The schedule for newspaper adver- 
tising in the new drive includes pa- 
pers in about 60 major marketing 
territories, with séveral papers in 
each area being used. 

“Tired of pinching food pennies?” 


the copy asks. “Here’s a feast for 
five still surprisingly low in 
price.” Pertinent reminders such as 


“Don't forget, every penny buys food 

to eat,” are included in the copy. 
Del Monte, always a generous user 

of white space, continues this policy 


An “‘electric eye’ 
lightning and prevents loss of broadcasting power through troublesome ares across the safety gap that ¢ ar- 
ries lightning discharges into the earth from the 831-foot tower of the ten times more powerful WLU 


in the present series, confining the 
bulk of the copy to three inches in 
twelve-inch advertisements. The $ 
Francisco office of McCann-Erickson, 
Inc., is in charge of the advertising. 

The California Packing Corpora- 
tion’s diversified labels and products 
have necessitated the of an 
teresting technique in the Sockeye 
salmon campaign. The company has 
three well known brands of salmon, 
Argo, Horseshoe and Seward. They 
are all red salmon and of the same 
quality, but their popularity and dis- 
tribution vary. 

In order to achieve the maximum 
results from the campaign, the ad- 
vertising in each area, therefore, fea- 
tures the brand that is the popular 


use 


one in that district. On the other 
hand, in order that production costs 
be kept down, the same advertise- 


ments, the same copy and the same 
text are used. The only change nec- 
is that of the brand name 
most popular in any given section. 

A light touch in the text eliminates 
any suggestion of forced economy on 
the part of the housewife. The body 
ot the first advertisement in the 
series asks, “Want 
fully? Del Monte red salmon can 
certainly help Right now, at 
almost the lowest price in eighteen 
years. 

“And think what you get. 


essary 


to save 


you. 


Proteins 


San | 


cheer- | 


— ae 


(your most expensive food element) 
equal to the best lean meats ... 


vitamins minerals iodine 
calcium 
“Don’t forget, too, every penny 


| buys food to eat. 


in- | 


“And a food you're proud to serve! 

“For Del Monte salmon is always 
red salmon. The finest red salmon 
from Alaska’s cold waters. 


“Why not stock up at present 
prices?” 
Simultaneously with the appear- 


ance of the special campaign on sal- 
mon, Calpak is breaking newspaper 
copy backing up the “find out” cam- 
paign currently running in women’s 
magazines on behalf of the com- 
pany’s line of canned fruits and vege- 
tables. 

The newspaper “find out” copy is 
designed to take advantage of the 
heavy holiday buying season, and the 
technique employed is_ practically 
identical with that used in maga- 
zines. 


Marks Fourth Year 

The Little Theater Off Times 
Square will open its doors for the 
208th First Nighter performance Fri- 
day, Nov. 30, the fourth anniversary 
of the program's inception. The 
series is heard over NBC-WEAF Fri- 
days at 10 p. m., EST, under the 
sponsorship of Campana Corpora- 
tion, 


*is the brain of this unique device developed by WLW engineers. It protects equipment against 


| 


No national radio campaign is complete without 


“the Nation’s Station”°’ 


Its vast audience makes 


WLW 


the most economical buy in radio. 


THE CROSLEY RADIO CORPORATION .. CINCINNATI 


POWEL CROSLEY, Jr... President 
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NEW ANGLE FOR CAMAY BEAUTY Y CONTEST 


——""_ gy 
1 YOU WANT,TO HEAR THAT*TELEPHONE ~ | 
JINGLE, WHY DONT YOU GET A COMPLEZION 
| THAT SAYS "RING ME UP” - 1 MEAN od 
> CAMAY COMPLEXION, MY 


A SHORT TIME LATER 
wavwtiso, LN 
w 


HER CAMAY 
COMPLEXION 
\\nis we inGiInG 


JMV¥"MELLO, JANE GEE--1'D 
© HIS HEART 


FORGOTTEN HOW PRETTY,YOU 
ARE! SAY, YOURICOMPLEXION 15 | 7am 
PEACHES AND CREAM! I'VE BEEN on 
OVERLOOKING SOMETHING. IM 

GOING TO RING'YOUfUP THREE 
TIMES A DAY FROMINOW ON 


OWIN LIFE'S BEAUTY 


Survey of Farm 
Radios Is Made 


To End Dispute 


Washington, D. C., Nov. 28.—One 
hundred thousand farmers are to re- 
ceive a Federal Communications 
Commission questionnaire regarding 
radio, 
may help to solve wave distribution 
and crowding problems, and possibly 
result in a realignment of stations, 
ADVERTISING Ack is informed. 

One part of the questionnaire will 


ask if the farm has a radio, and the 
other requests the name of the sta- 
tion which is listened to regularly. 
Complaints by large stations have 
ied to the survey. 

The new commission, which has 
absorbed under the recently enacted 
legislation the former Federal Ra- 


dio Commission, is 
hasic facts 


basing its 


searching for 
broadcasting and is 
study on signals receiv- 
able, wave bands and preferred sta- 
tions. While the first question has 
its technical implications, the sec- 
ond will have a bearing on programs 
favored, the favored station 
will be named. 

Technical now planned by 
the commission call for constant test- 
ing of strength and quality of radio 
signals, to ascertain, if possible, their 
bearing on worth and quality of pro- 


on 


since 


studies 


grams, accuracy of signals, and sus- 
tained strength. To this end a fleet 
of trucks carrying automatic radio 


recording devices is to be used which 
will supplement the facts of the 
questionnaire. 


Many Complaints 


The FCC has received complaints 
that a “breaking down" process has 
been going on due to the assignment 
ot more than one station to the same 
wave length. Recently 13 of the 
largest stations told the commission 
that supposedly exclusive channels 
were being despoiled to the injury of 
the stations using the “clear and ex- 
clusive” channels. It was pointed out 
that originally 40 clear bands had 


in an effort to get data which | 


| Midwest 


jlan Wright, 


MORAL 4 ciat.with & CAMAY COMPLEKION 
CAN RUN RINGS AROUND ALL THE'OTHER 
GIRLS” FOR POPULARITY "AND PRETTY SOON 
( HER SKIN WILL SAY RING ME UP FOR LIFE TO 
SOME FELLOW AND WELL SLIP AC oto’ BAND 
tS HER FINGERTFOR KEEPS. GOOD LOOKS \ 
AND GOOD TIMES COME TO THOSE WHO USE 
THE SOAP OF BEAUTIFUL WOMEN 
fe) 
Dan Cups 


ne a 


Copr 1934. Procter & Gamtts Oe 


CONTEST WITH TAMAY 


Humorous cartoon tells “that Camay beauty contest story” in four- 
column newspaper copy which appeared in some cities last week. 


been established in 1928, designed to 
rcs it easy for major programs to 
| reac h rural areas, remote from the 
large cities and without local broad- 
|casting facilities. This basic classi- 
fication is not now holding good, the 
larger stations have declared to the 
commission, 

It is hoped that the questionnaire 


will discover whether rural radio 
listeners have difficulty in receiving 


their programs and find interference 
with other stations, also whether the 
high power stations are practically 
eiiminated through the assignment 
ot local stations to the same wave 
length. 


Pontiac Nemes 
Its New Sales 
Regions, Zones 


Detroit, Mich., Nov. 28.—Closely 
following the recent announcement 
of the completely new Buick 
sales organization resulting from the 
dissolution of the combined sales ac- 
tivities of Buick and Pontiac, H. 
Klingler, president of Pontiac Motor 


’ 


Company, last week announced his 
company’s new field organization of 
four regional headquarters and 22 


zone. offices. 
The four new Pontiac regions will 
known as the Atlantic, Central, 
and Pacific regions, with 
headquarters in New York, Chicago, 
Detroit and Oakland, respectively. 
The managers of the four regions 
are F. C. Sibley, tormerly Boston 
zone manager; V. L. Murray, for- 
merly Detroit regional manager; Al- 
formerly manager of the 
old) mid-western region at Kansas 
City, and T. M. Ray, who continues 
in charge of the Pacific region. 
The 22 Pontiac zone offices are now 
located in Boston, New York, Phila- 
delphia, Washington, Pittsburgh, 
Charlotte, Buffalo, Detroit, Cleve 
land, Cincinnati, Atlanta, Memphis, 
Chicago, Minneapolis, St. Louis. 
Kansas City, Dallas, Oklahoma City. 
Los Angeles, Oakland, Denver, and 
Portland, Ore. 
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MASS PLAN-ADVERTISING. 


= HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES 


or service tell 


your invitation. 


The age old habit hasn’t changed a bit! 
Consumer still start their buying trips from HOME. 
If you want them to think favorably of your 
‘em about it the 
An intelligent discussion of BIG FOUR methods with 
application toward your particular problems should re- 
veal many interesting, profit_making truths. 


Central Western Office: Advertising Distributors 
of America, 570 W. Monroe St., Chicago 


Mr. and Mrs. 


product 
“MASS PLAN” way. 


We await 
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Oklahoma's 312 million dollar wholesale 
business centers in Oklahoma City. And 
here’s why. In addition to Oklahoma 
City’s 81 major wholesalers, 104 nation- 
al concerns and 95 oil well supply houses 
maintain factory branches, regional or 
executive offices in Oklahoma City. 


products business and, exclusive of oil 
and its products, 30% of the state's 
total wholesale volume * Center 
YOUR selling where sales are. And 
center your advertising in the Okla- 
homan and Times which, at the low- 
est milline rate in the state, give 


This concentration of firms and 
selling activities results in Okla- 
homa City getting 32% of the 
food business, 95% of the 

drug business, 65% 

of all the auto- 

motive 


you about 33% more circulation 
daily in the 26-county Okla- 
homa City Market than 

all the other 
papers published in the 


i9 news- 


same area com- 


bined. 


Wholesale figures and percentages 
based on the 1933 wholesale census. 
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ADVERTISING AGE 


Yeu ed ee eo a 


December 1, 1934 


Pillsbury to 
Offer Special 


cake flour.” 
Cake- Breaker Further copy praises the quality of | 


Sells everywhere for $1 or more. Get 
it for 25 cents with the purchase we 
one package of Pillsbury’s Sno Sheen | 


the cake flour, while at the bottom of 
the page near a reproduction of the 
cake flour package is a coupon to 
be mailed to the Pillsbury company | 
for 25 cents with the purchase of a with 25 cents and a part of the pack- 
package of Sno Sheen cake flour pro- | #5° label to seaeere the breaker. The 
vides the lure in a new $65,000 cam- | reproduced Sno Sheen package shows 
| . apic AG ~j y siftar , ie 
paign by the Pillsbury Flour Mills a Se ee ee sifter which 
Company for this product. jcomes with the four. 


Magazines, newspapers and radio | — 
will be used in the two-months cam- | if Off 
paign, which is being handled by | Lil ebuoy ers 
Hutchinson Advertising Company, | 
Minneapolis. Magazine copy will | $25 Reward for 
“B.0.” L 
QO.” Letters 


break in the Dec. 22 issue of the} 
99 


Saturday Evening Post. Forty-eight | 
radio stations will tell the story daily | 
in programs starting Dec. 10. The| 

Hartford, Conn., Nov. 27..-Twenty- 

| five dollars reward for true “B. O.” 

experiences was the unusual offer 


Minneapolis, Minn., Nov. 30.—An | 
offer of a $1 handy “cake-breaker” 


a 


tell them about it.” 

Simple and brief letters, mention- 
ing no names, were requested. That 
readers might better understand the 
nature of the letters desired, the 
advertisement included a letter the 
company received from a woman 
telling about her pretty young niece 
who always missed the good things 
of life until her aunt dropped the 
hint that brought her happiness. 


The copy pointed out that Lever) 


Brothers have already received hun- 
dreds of such letters, unsolicited. 
Every letter in the “contest” will be 
acknowledged and the reward will 
be paid for every letter used in Life- 
buoy advertising. Assurance was 
given that writers’ names as well as 
those of their subjects, will be kept 
secret. 


Has New York Edition 


Parents’ Magazine, with its Decem- 
ber issue, has started a special New 
York metropolitan area edition, con- 
sisting of the regular magazine plus 
a special section containing local 
news and advertisements. 


copy will be used in 125 newspapers | 
beginning Dec. 13. 
Nearly three-fourths of the full- 
color back cover in the Post will be|made by Lever Brothers Company 
used to discuss the unusual offer, the| in an advertisement for Lifebuoy 
quality and handiness of the “cake-| soap in newspapers here last week. | 
breaker.” The tie-up reads: | “Do you know someone who is 
“Next to the fun of making a per- 
fect cake there’s nothing like being 
able to serve it perfectly. With the 
new Schneider cake breaker you can 


cut the fluffiest cake without crush- 


|careless about ‘B. O.’ (body odor)?” | 
the copy asked. “Some man or) 
woman, boy or girl, who unknow- | 
ingly offends and suffers the un- 
happy consequences? Write to the 


Agency’s New Home 


Wheeler, Fregeau & Associates, 


Columbus, O., agency, has moved to 
new and larger quarters at 539 E. 
Town St. 


|razor appears as an illustration, in 


ing it, without smashing the frosting. makers of Lifebuoy health soap and G F EMPLOYS NEW 
‘ a 


OUTLETS FOR ITS 
RAZOR SHARPENER 


Bridgeport, Conn., Nov. 30.—The 
|General Electric Company has broken 
ground in a new field of appliance 
|merchandising by enlisting men’s 
wear, sporting goods and department 
| stores for the sale of its newly de 
| veloped razor blade sharpener. 
Promotion effort has been concen- 
|trated on these outlets, which have 
rarely been considered in merchan- 
| dising electrical devices, according to 
G. H. Libbey, supervisor of sales pro- 
| anetion of G-E’s heating device sec- 
tion. 
| Interest of men’s wear merchandis- 
lers in the new sharpener was de- 
| veloped through full-page space in 
| Apparel Arts, stressing the idea of 
“a new department one foot square.” 
“A barber’s edge on any blade” is 
the keynote of consumer advertising, 
now appearing in Esquire and The 
New Yorker. A typical, mustachioed 
barber testing the edge of a straight 


LAMP MERCHANTS 


i 


- = 


General Electric Company will 
present this chromium-plated brass 
placque to agents who do an out. 
standing job of Mazda lamp mer- 
chandising this fall. 


in homes — by quality of product, 


“Our experience proves that it 
is profitable for us to maintain 
a high standard for our pack- to her door has a much easier task 

aging. We have formed the 

habit of looking to ‘US’ be- 
cause there is never any 
question of quality with them.” 


thie? nlc. 


President. 


THE ZANOL PRODUCTS CO. 


Hackaged for 
Home Selling... 


Repeat sales, even on products handled by dealers, depend on the selling done 


too... Mrs. Consumer, whether conscious of it or not, likes the bright spots 
of color which attractive packages bring into her home. She likes them because 
they look well, but they do a real job for the manufacturers of those products: 


They remind her to “repeat. on the same items ; and the salesman who comes 


strong resemblance unites them all—a pretty smart family, packaged for 
home selling . . . These ZANOL products are packaged by US’. The aggres- 
sive producers of the ZANOL Line rely on "US" for packages which fit in 
profitably with their marketing plan 


|conjunction with a cut of the sharp- 

;ener itself, nearly natural size. 
+ | Shaving comfort, economy and ease 
| of operation are stressed in the con- 
|sumer advertising. ‘Makes used 
j | blades as good as new—makes new 
|blades better than new,” a typical 
piece of copy says. Another carries 
an illustration of a shaver saying to 
the sharpener, held in his hand, 
“here you—sharpen this blade while 
I lather my face.” 


Features Gift Appeal 


November and December copy lays 
heavy emphasis upon the sharpener 
as a Christmas gift. The two G-E 
sharpener models, both motor-actu- 
ated, retail at $6.95 and $8.50, thus 
falling neatly into the medium-priced 
gift group. 

Typical outlets handling the sharp- 
ener are Abercrombie & Fitch and 
| Wanamaker’s, and the company be- | 
| lieves that stores such as these form | 
| the logical avenue of sales, but regu- | 
|lar electric appliance stores have not | 
/been neglected in the program. | 
| A demonstration and display stand | 
i|furnished for counter use was fea- | 

tured in the trade advertising, which 
| was backed up by an elaborate bro- 
chure used for dealer contacts as | 
. | well as a dealer broadside, consumer 


let of sales hints for retail clerks. 

Trade acceptance of the promotion 
campaign has been excellent, Mr. 
Libbey told ADVERTISING AGr. Repeat 
,orders have been coming in steadily 
and some retailers have even gone 
so far as to build a complete window 
display around the sharpener, some- 
thing distinctly unusual for so small 
an appliance. 


Centaur Company 


Buys Z. B. T. Powder 


The Centaur Company, division of 
| Sterling Products, Ine., has_ pur- 
| chased Z. B. T. Olive Oil baby pow- 
| der and other Z. B. T. products from 
the Crystal Corporation, New York. 

The newly acquired line of prod- 
ucts will be manufactured in the 
Centaur Company’s building at 80 
Varick St. and merchandised in con- 
| junction with Fletcher’s Castoria, 
under the direction of Harold B. 
'Thomas, advertising and sales man- 
ager. 


of course ; but the package is important, 


if he can display a well-packaged line . . . 


In the ZANOL Line, each package has its own distinct identity, but a S 


Two Appointed by San 


Francisco “Chronicle” 


D. H. Hughes has been appointed 
national advertising manager of the 
San Francisco Chronicle to succeed 
Randolph Madison, who is resigning 
to join the San Francisco office of 
Rodney Boone. 


. . « We can serve you, too. 


fhe UNITED STATES. 


_& LITHOGRAPH COMPANY _ 


formerly with 
Lord & Thomas, San Francisco, has 


Harry Bucknell, 
| 


folders, newspaper mats and a book- | 


Resigns from Store 
Margaret Fitzgerald has resigned 
as advertising manager of O’Connor, 
Moffatt & Co., San Francisco depart- 
ment store, and is succeeded by Clar- 
ence E. Fisher, formerly of the May 
Company, Los Angeles. 


Othine Uses Dailies 
Othine Laboratories, Buffalo, N. Y., 
has released a newspaper schedule 
through Redfield-Coupe, Inc., New 
York. 


“Gazette” Celebrates 

The Galena, Ill., Daily Gazette ob- 
served its 100th anniversary this 
week, boasting unbroken issuance 
during that period. 


INSPIRATION and 
PERSPIRATION 


ye know the adage, so we 
won't even repeat it. And, 
being far from the genius class, 
we admit that writing some of 
these ads is a sweat-bringing job. 
We HOPE they're much easier to 
read. Note that underscored 
hope. Frankly, we're going to 
start an argument with the dis- 
play advertising manager of this 
worthy sheet, if we don't begin 
—ere long — getting some proof 
that our brows have not been 
corrugated in vain. The tele- 
phone number is Harrison 3732. 


We seek to serve 


Partridge & Anderson 
Company 
LLOYD C. PARTRIDGE, President 


Nickeltypes 
Matrices 


Electrotypes 
Stereotypes 


° il 
A si anws 


In Iv 


Sa ¢\ 
771A 51 anh 


NEW 
CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, co¥- 


| joined the Chronicle, in charge of the 
| promotional department. 
| 


PRINTING 


Track Starts Drive 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St 


cunImicacgoao 
205-V W. Wacker Dr 


Conducted by Emil Brisacher & 
Staff, San Francisco, a campaign for 
the Bay Meadows Race Track, San 
Mateo, Cal., is appearing in 47 news- 
papers throughout central California. 


BALTIMORE 
420 Cross St 


ered by model releases and avail: 
| able at once. Send $5 for catalogue. 
| We refund with first picture order 
Catalogue also available on 1° 
days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK * CHICAGO * DETROIT 
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ithout that ingenious split in the pen, you might 
as well try to write with a nail. ~™ No less vital to magazine advertis- 


ing is editorial skill which feeds reader interest straight to the point. 


| "American nanesene 


The Crowell Publishing Company... COLLIER'S, WOMAN'S HOME COMPANION, THE AMERICAN MAGAZINE, THE COU 


TRY HOME... Comdined Circulation Over 8,300,000 
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ADVERTISING AGE 


December 1, 1934 


ZEPHYR DOUBLES 
TRAVEL SO ROAD 
JUMPS LINEAGE 


Burlington Enters Kansas 
with New Campaign 


Chicago, Nov. 30 With double 
the passenger revenue 
streamline Zephyr compared with 
the record of the steam train it sup- 


planted, the Burlington 


| 


from its new | 


Railroad is | 


insuring continued patronage with 
an advertising schedule in 36 daily 
newspapers in eastern Kansas. 
cept for three of these cities, Kan- 
sas City, Wichita and Topeka, the 
Burlington 
these Kansas dailies. 

The purpose of the campaign 
which calls for weekly insertions in 
some papers and twice a week in 
others is to promote patronage of 
the Zephyr through the Kansas 
City-Missouri gateway, which is the 
southern terminal of the new serv- 
ice—Lincoln to Omaha to Kansas 
City at a much accelerated time 
schedule compared with steam loco- 
motion. 


It is planned to adopt the same | 


procedure in sections of Nebraska, 


Ex- 


has never advertised in | 


with the possibility that the multi- 
plication of such service generally 
will mean a restoration of railway 
advertising schedules of peak pe- 
riods during the early 20's. 

The new copy is totally unlike the 
typical reverse layouts of the Bur- 
lington in conjunction with steam 
operation. It connotes the stream- 
line motive and it registers speed 
with safety and comfort. The intro- 
ductory advertisement in the prin- 
cipal cities contiguous to the route 
supplies a background of pioneer 
transportation with the covered 
wagon theme of those days glorified 
\in the illustration. 


Tells Saga of Transportation 


The succession of early transport, 


/sented in the story of development 
'to the streamline era. A pageant of 
| transportation was given in the prin- 
cipal cities Armistice Sunday, Nov. 
11, when the inaugural run was 
made under the auspices of state 
|universities, historical societies and 
chambers of commerce. 

The schedule has been maintained 
each day except for the 15-minute 
delay westbound at Greenwood, 
| Neb., significantly on Nov. 13, when 
the Zephyr was struck by a farmer’s 
|truck. No damage was done to the 
| Zephyr except for a few scratches 
(on one side. The agricultural ve- 
hicle will have to be rebuilt. 
| A daily diary of the Zephyr is 
| being maintained by the Burlington 
|}management, offering comparisons 


Missouri, Iowa and South Dakota, | including stage coaches, pony ex-| with previous steam train operation. 


contiguous to this 250-mile route,| press and Indian travois, was pre-| Here 


are some interesting facts 


MONTREAL 
LONDON, ENG. 


*Low Pressure” Circulation 


that produces “high-p ressure”’ results for advertisers 


MONG circulation men and women, it 1s common knowledge 
that Chatelaine is an easy magazine to sell. It has never 
been necessary to employ high-pressure circulation methods 


From the outset, it became apparent that Chatelaine would 
exceed each circulation objective as it was set. Promotion plans 


have, of necessity, heen held down to prevent flooding with 
surplus circulation. 


Single Copy Sales 


The record of single copy sales of Chatelaine is an enviable one and 
significant of remarkable public acceptance. 


essary to reduce the “draw” for news stands to prevent circulation | 


running too far ahead of guarantee. 


Christmas Gift Subscriptions 


Chatelaine’s proud record of Christmas gift subscriptions is a splendid 
tribute by Canadian women to their liking for Chatelaine. 


In clubbing offers, the choice cf the magazine is entirely voluntary. 
Where Chatelaine is offered in combination with other magazines, it is 


Club Subscriptions 


chosen in a high percentage of the cases. 


What Independent Surveys Indicate 


The constant changes that occur in methods of distributing merchandise 
do not affect consumer acceptance. 


product is still the important factor for success. 


Independent surveys rate Chatelaine’s reader interest very high—on a 
par with the top United States women’s magazines. 
schedules of so many advertisers in Chatelaine is the direct result of 


independent investigations. 


Chatelaine’s audience is a definite one. . 


younger married women . .. .a responsive market for advertised products. 
May we tell you more about this by appointment? 


Cn 


Chatelaine’s Audience 


71¢. 


A Magazine for Canadian Women 


Published by The MacLean Publishing Company, Limited 


481 University Avenue, Toronto, Ontario 


It has repeatedly been nec- | 


What the consumer thinks of a 


. . OVer 200,000 homes of the 


The increasing 


NEW YORK 
CHICAGO 


——— 


SYMBOL OF PROGRESS 


...& NEW TRAIL BLAZER ON THE OLD FRONTIER! 


Te Sa mneele ane aatee ensues 
r 


Gusta Mtadc Pine Adem 0 Route | 
| One of the largest of the Burling. 
ton advertisements, tracing the 


history of the conquest of the 
| West. 


| contrasting the Zephyr’s revenue- 
producing ability for the week of 
Novy. 12-18, compared with reports 
for the previous week on the steam 
train which the Diesel powered car- 
rier supplanted: 


Between Lincoln and Omaha in 


both directions—an increase of 96 
per cent. 

Southbound, leaving Omaha and 
Council Bluffs, passengers for all 


points averaged 42 per trip, as com- 
pared with 18 the previous week— 
an increase of 133 per cent. 
Southbound into Kansas _ City, 
| passengers from all points averaged 
|53 per trip, as compared with 29 
ithe previous week—an increase of 
(83 per cent. 
| Northbound out of Kansas City, 
| passengers from all points averaged 
|53 per trip, as compared with 29 
| the previous week—an increase of 
|83 per cent. 


Passenger Mileage Doubled 


| Northbound out of Kansas City, 
|passengers for all points averaged 
57 per trip, as compared with 25 
the previous week—-an increase of 
| 128 per cent. 


| 


| Northbound into Council Bluffs 
‘and Omaha, passengers from all 


|points averaged 44 per trip, as com- 
|pared with 17 the previous week— 
an increase of 160 per cent. 

Total passengers between = any 
|/points in both directions averaged 
/91 per trip as compared with 67 dur- 
ing the previous week—an increase 
lof 35 per cent, but the average dis- 
tance traveled per passenger was 
evidently greater on the Zephyr 
than on the steam train because 
passengers carried per train mile 
on the Zephyr during this week 
javeraged 44 as compared with 21 on 
\the steam train the previous week— 
fan increase of 109 per cent. 

On two occasions the 72 seats on 
the Zephyr proved inadequate, 9! 
passengers crowding on for one rut 

The Burlington advertising is 
handled by Reincke-Ellis-Younggreen 
& Finn, Chicago. 


Agency Gets Two; 
Eight New Accounts 
Wendell Walker and F. P. Wage- 
ner, formerly with Frederick & 
Mitchell, Chicago agency, have joined 


Lauesen & Salomon of that city 
The new association entails the 
transfer of these accounts to the 


latter agency: R. G. Haskins Com: 
pany, flexible shaft equipment, 
Paasche Airbrush Company, air fil 
ishing equipment; Anaconda Sales 
Company, chemical fertilizer: 

William Cooper & Nephews, [1¢. 
insecticides and dog products; F. > 
Burch & Co., stockmen’s supplies 
Illinois Diabeticine Company: AT 
lee Remedy Company, and Prima 
Company. 


Club Nene Deane 


The Ladies’ Auxiliary of the Ad- 


“ail? < : Pr ps ld 
vertising Club of Baltimore will h' Id 
a dinner dance at the Emerson Hotel 
Dec. &. 


Wood Joins WJAY 


Clyde Wood, known in radio ente™ 


tainment circles as “Uncle Clyde. 


lias left WGAR to become sales mat 


ager of WJAY, Cleveland. 


Soul 
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COPY FOR 1935 
STUDEBAKER TO 
BREAK ON DEC. 4 


fewspapers, Magazines , 
Radio All Get Share 


South Bend, Ind., Nov. 30.—The 
pew Studebaker models for 1935, 
peralded as the “Miracle-Ride Stude- 
baker Champions,” are to be launched 
next week with an extensive adver- 
tising and sales promotion campaign 
utilizing mewspapers, magazines, and 
radio to secure quick and favorable 
attention and inspection. 

Important mechanical and body 
changes in the Studebaker line fur- 
nish ammunition for the publicity at- 
tack which has been designed to 
reach every car owner in the country 
before Christmas. Previews and sales 
conferences have been conducted 
this week for dealers in 14 cities 
from coast to coast, advertising plans 
have been explained, and dealer co- 
operation has been arranged for a 
dramatic send-off for the car. 

Starting with a four-color center 
spread in the Dec. 8 issue of the 
Saturday Evening Post, out Dec. 4, 
the general announcement will con- 
tinue during the week in Time, and 
in a full-page color presentation in 
The American Weekly Dec. 9. On 
Monday, Dec. 10, 800 newspapers 
will be used in a concerted “smash” 
to reach the attention of local car 
owners in every important city and 
town. 

The radio program, opening Dec. 
11 and continuing daily until Dec. 22, 
constitutes one of the unique fea- 
tures of the campaign, and one re- 
lied upon to focus attention upon the 
general newspaper and magazine ad- 
vertising and upon the dealers’ local 
copy that is to follow. 

Kighty-eight radio stations will 
present station-break announcements 
that will start with the flash: ‘Call- 
ing all cars,” and will direct the lis- 
teners to be on the lookout for the 
new ‘“‘Miracle- Ride’ Studebakers. 
These announcements will be sup- 
plemented with one-minute sales 
talks, calling attention to the new 
beauty and mechanical details of the 
models. 


Regular Programs Continue 


The radio station announcements 
lave been prepared in the form of 
disc recordings and furnished in- 
dividually to the stations. This ra- 
(ic campaign is apart from the con- 
tinued use of the two leading net- 
works for the Studebaker Champions 
program, Which will be given Mon- 
day nights over the NBC network to 
reach 381 = stations, and Saturday 
lights over the CBS network to 42 
‘utlets. Richard Himber’s orchestra 
Will be the foundation of these con- 
cert broadcasts. 

Newspaper space used in the daily 
ind weekly drive beginning Dec. 10 
Vill vary from full pages in all prin- 
‘ipal markets, down to minimum dis- 
plays of 600 lines. All of the display 
advertising focuses attention upon 
the new lines of the radiator which 
is Slender and carries out the stream- 
line effect of new wing-like front 
tenders and refinements of the body 
«nelies and hood design. 

The center spread in the Saturday 
Evening Post is preceded by two 
lalf-pages, using the right hand 
bases immediately preceding. These 
lirect the reader to the full-color 
!’esentation and detailed description 

the models. The color pages em- 
bhasize the leadership of champions 
in sport and endeavor. Prices as 

Utlined for the 1935 models start at 


as the “new independent planar | 
wheel suspension.” | 
Compound hydraulic brakes nave | 
been added, the full automatic ride- 
control features have been improved, 
and the width and comfort of the in- 
terior accommodations have been in- 
creased. The full safety of the 
straight-line stopping permitted with 
the new brake control is emphasized, 
together with the easy riding and 
handling of the cars. 
The new models were first dis- 
played in South Bend on Monday at | 
a regional gathering of 1,600 retail | 
dealers. During this week regional | 
gatherings of retail dealers in vari- | 
ous parts of the country were ad- | 
dressed by Paul G. Hoffman, presi- 
dent of the Studebaker Sales Cor- 
poration of America; J. P. Roche, | 


president, and James W. Cleary, 
vice-president, of Roche, Williams & 
Cunnyngham, Inc., Studebaker adver- 


| tising counsel; C. K. Whittaker, New 


York branch manager of the Stude- 
baker Sales Corporation; Ottis Lucas, 
sales promotion manager for Stude- 


Brewers in New 
Move to Start 
Group Effort 


baker, and L. K. Manley, manager of | 


branches. 


Orde Joins W. I. Tracy 


Bertram L. Orde, formerly of Cecil, 
Warwick & Cecil, has joined W. I. 
Tracy, Inc., New York, as account ex- 
ecutive. 


Picks Lee Hammond 


The Columbus, O., Sunday Star has 
appointed Lee Hammond as Chicago 
representative, succeeding Franklin 
E. Wales. 


New York, Nov. 30.—A luncheon 
meeting of executives directly in 
|charge of advertising of breweries 
which are members of the United 
States Brewers’ Association will be 
held at the Waldorf Astoria Hotel 
here Dec. 10, to organize a Brewers’ 
| Cooperative Advertising Committee. 


forts toward a united promotional 
program. 

Announcement of the meeting fol- 
lows the recent U. S. B. A. conven- 
tion in New York at which the plan 


periods of 1933. 


Kentuckiana. 


‘695 for the Dictator, and continue 
the Commander and President mod- 
‘ls at $865 and $1170, respectively. 


Dealers Get Preview 


Two important mechanical changes | 


~ REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


incorporated in the new models. 
Studebaker has adopted an_ inde- 
pendent front wheel suspension that 
*xclusive to its cars, and is offered 


UDGED by employment conditions, the trade prospects in 
Louisville run high. During each month of 1934 industrial employ- 
ment has shown decided improvement over the corresponding 


This factor, coupled with the increase in building activity and 
the marked improvement in farm buying power in this section, has 
been responsible for the continuance of lively trading here in 


To capitalize on these conditions . . . to reach the people of 
this section with your advertising message telling of the merits of 
your product . . . you need use only one lowcost medium — the 
only medium that can give effective coverage of this territory— 


tor a collective advertising campaign 
by the industry was shelved in favor 
of a substitute proposal that the in- 
dividual members devote a part of 
their advertising to general messages 
of benefit to the entire industry. 
This plan would offer some of the 
advantages of a cooperative cam- 
paign without its cost. 
May Form Copy Clinic 

The proposed committee would 
contain 12 members, meeting at 
stated intervals with expenses ab- 
sorbed by the association. It is an- 
ticipated that at the meeting the 


r ; : : asis f é »ducations ) e o- 
'The move will climax previous ef-| ¥@S!8 for an educational policy, pr 


viding for an exchange of ideas and 
development of art and copy themes, 
will be established. The discussions 
will be open to non-members inter- 
ested in the move. 


Audit Bureau of Circulations 


Members Midwest Gravure Group 


The influence of The Courier-Journal 
and The Louisville Times is felt through- 
out a vast territory, Kentuckiana, which 
includes practically all of Kentucky and 
a large portion of Southern Indiana. 


The Conrier -Zournal, 
THE LOUISVILLE TIMES. 


| Major Market Newspapers, Inc. 
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|Camden roasting ovens, and esti- |color and $6,500 for sepia. An agate 
Coffee Contest | : 


Spurs Interest 


| 


In Maps, Globes 


Camden, N. J., 


cross-word puzzle 


mate the total mileage covered by 
these shipments. 

The slogan-writing phase of the 
contest has won converts from the 
ranks, according 
to company officials, and devotees 
have been noted at work in restau- 


eee le 
Nov. 30.—The}|rants and on trolley cars and sub- 


breadth of the imprint a contest can | way trains. School teachers inspired 


leave on a market when a novel, 


by the suddenly sharpened interest 


engaging task is coupled with lib-|of pupils in geography have them- 


eral cash inducements is becoming! selves 


scanned classroom’ globes 


apparent to Wm. Scull & Co., makers |and consulted mileage scales, while 


of Boscul 
nounced a 


coffee, who recently 


campaign based on the 


mileage traversed in bringing Boscul | sters or from public libraries, with | 
jan eye on the 79 cash prizes, total- 


ingredients to the roasting plant. 

Reports coming into the offices of 
Scull and F. Wallis Armstrong Com- 
pany, Philadelphia, advertising coun- 
sel for the Scull organization, reveal 
that steamship offices, the United 
States Custom House, and even the 
hydrographic office of the United 
States Navy have been beseiged 
with phone inquiries. 

“Where is Padang?” folks wish to 
know, and “How many miles from 
Vera Cruz to New Orleans?” they 
ask, since the contest, which closes 
Dec. 1, requires each entrant to sub- 
mit a ten-word slogan describing the 
advertised fresh flavor of Boscul, 
trace on a map the steamship routes 
over which the five distinct crops 
of coffee beans are shipped to the 


an-/ adults at home have borrowed geog- 


raphy text-books from the young- 


ing $2,000, to be awarded by Dec. 15. 


, ie Satin Reseed 


Servel Vice-President 

F. E. Sellman has been elected 
vice-president of Servel, Inc., maker 
of Blectrolux refrigerators, to take 
charge of distribution, including 
sales, advertising and sales promo- 
tion, from the New York office. 

Mr. Sellman was formerly vice- 
president of two subsidiaries of Ser- 
vel, Inc., Servel Sales, Inc., and Elec- 
trolux Refrigerator Sales, Inc., which 
have been merged into the parent or- 
ganization as sales divisions. 

North I. Townsend, Evansville, Ind., 
formerly comptroller of Servel, Inc., 
has been made secretary and treas- 
urer of the company. 


Western Union | 


Tie- Up Adopted 
By Paint Firm 


| Boston Mass., Nov. 30.—The Bos- 


ton Varnish Company has joined the | 


of those firms whose 
advertising announces 


ranks 
sumer 


con- 


Western Union office will 
est dealer. 

First to use the 
Selby Shoe 
Arch-Preserver 
in the Sept. 22 
ING AGE, 

Full page color copy in the trade 
_press tells dealers about the Boston 
| Varnish Company’s adoption of the 
plan for the benefit of dealers in 
Kyanize paints, varnishes, and enam- 
els. 

The information will be furnished 
promptly and courteously to pros- 
pective Kyanize purchasers, copy 
states, and the service is free from 
any one of the 17,894 offices of the 
Western Union system. National 
advertising in magazines, news- 
papers, and radio programs will an- 
nounce the new feature to the pub- 
\lic in the spring of 1935. 


tie-up was the 
Company, maker of 
shoes, as reported 
issue of ADVERTIS- 


| 


that | 
a phone call or visit to the nearest | 


“WE’RE FROM MISSOURI 


.. » Where are you from?” 


Yes, sir, when it comes to surveys, ‘We're from Missouri . . . we want 


to be Shown!" 


Well, this is how ERNST & ERNST (the internationally recognized firm 


of Accountants and Auditors) answered our challenge: 


“For seven consecutive days, October 16 to October 22, 1934, between 7 A. M. and 
il P. M., our staff of investigators asked 20,408 Minneapolis and St. Paul families 


this simple question: "WHAT STATION ARE YOU LISTENING TO?" . . 


the following results: 


said KSTP 

said Station B 
said Station C 
said Station D 
other Stations. 


50.1%, 
36.5%, 
6.0%, 
4.5°/, 
2.9%, 


. obtaining 


From 12 Noon to 5 P. M., STATION B shows an average of 32.8%, 
From 12 Noon to 5 P. M., K S T P shows an average of 50.1%, or about 


60% GREATER 


From 9 to 10 A. M., ratings show K STP averages 58.1°% —or about 


2 TIMES GREATER THAN STATION B 
10 TIMES GREATER THAN STATION C 
15 TIMES GREATER THAN STATION D 


YOU ARE ENTITLED TO BE “SHOWN” 


. . . therefore, CERTIFIED COPIES OF THIS SURVEY are available for 


your inspection at each of our branch offices. 


And for CERTIFIED FACTS on which to base your expenditures 


in the Minneapolis-St. Paul 


Trade Area, just ask: FORD BILLINGS, General Sales Manager, KSTP, Minneapolis, Minn. 


- - . or our NATIONAL REPRESENTATIVES: Paul H. Raymer Co., in NEW YORK . 


. and 


Greig, Blair & Spight, Inc., in CHICAGO, DETROIT, SAN FRANCISCO. 


KSTP 


MINNEAPOLIS --ST. PAUL 
DOMINATES THE 9th U. S. RETAIL MARKET 


NEW YORK ‘NEWS’ 
INSTALLS SEPIA, 
COLOR PRESSES 


New York, Nov. 30.—With the shell | 
secure | of the new three-story addition to the | 
the name and address of the near-| Brooklyn plant of the New York Daily | 
News nearing completion, installation | 


of new sepia presses will get under 
way soon, followed by work on the 
color presses. 

After an expenditure for the new 
building and equipment of between 
$800,000 and $1,000,000, the paper 
will have probably the most efficient 
color and rotogravure shop ever 
built. 

The tentative date for the first 
issue on the new presses is Feb. 3, 
but a month before this time, execu- 
tives of the paper expect to start 
turning out sample runs to show ad- 
vertisers what can be done and to 
perfect workmanship in advance. 

Leading advertising agencies and 
advertisers the country over are 
being solicited now for their “hot- 
test” piece of magazine color copy 
to be run in the sample issues, be- 
ginning toward the end of Decem- 
ber. About 5,000 copies will be 
printed of each issue. These will 
serve to prove the effectiveness of 


the new plant and workmanship of | 


its personnel. 

Plans for building and operating 
the plant have been carried out on 
a broad scale. Several months ago 
the paper sent a committee of three 
experts to make an exhaustive study 
in Europe. Representing the Daily 
News was Gustav Freiss, who will 
have charge of the color and roto- 
gravure division. 

Mr. Freiss was one of the builders 
of the first rotogravure press in Ger- 
many. For several years he has 
been the Daily News’ representative 
at the Art Gravure plant at which 
the paper’s rotogravure section has 
been printed. Two other experts, a 
paper and an ink specialist, accom- 
panied him on the European trip. 

The new section of the Daily 
News will not be “just another” such 
department, it is asserted. Already 
executives of the plant are working 
not only with four-color portraits but 
also with the transparency four-color 
negative. 

A personnel of specialists is being 
developed. In this connection, a skel- 
eton crew, comprised chiefly of fore- 
men, has been studying methods in 
the Chicago Tribune’s rotogravure 
plant and will continue there for a 
number of weeks. 

A feature of the Daily News’ serv- 
ice to agencies and advertisers will 
be the pulling of progressive proofs. 
This has never been done under the 
exacting conditions planned by the 
New York newspaper, it is claimed. 
In the past several months a number 


of plants have taken proofs on spe- | 


cial presses, but the Daily News 


plans to pull them under exact print- | 


ing conditions. The paper has done 
this with success for some time with 
its colored comics. 

Another distinction is claimed in 
the closing dates. For color this will 
be only three weeks before publica- 
tion, as compared with four or more 
usually called for. The time will be 
cut down to 15 days on sepia. 

Rates will be $4,200 a page in color 
and $3,200 in sepia. Back page rates 
will be $4,500 in color and $3,500 in 
sepia. Executives are working on a 
double truck set-up, with $8,500 for 


| line flat rate will be offered in sepia 
|only at $3.25. A temporary discount 
|of five per cent applies until further 
| notice. 

| Sales of color and rotogravure wij) 
|be under the supervision of Howarg 
B. Sherwood, national advertising 
manager. Lyman Worthington ang 
Leonard S. Pinover are covering th, 
East, and Elmer Flagler, the West 
with headquarters in Chicago. 


G. O.’s New Quarters 


The New York branch of the Gep. 
eral Outdoor Advertising Company 
|/has moved into its own building at 
11 W. 25th St. 


ADVERTISING FORMS 
FEBRUARY ISSUE of 


RADIO 


NEWS 
The SHORTWAVE 


CLOSE DEC, 6, 1934 


Send Copy and Cuts to: 
Radio News, 461 8th Ave., 
New York, N. Y. 


Take advantage of this 
active reader market,  Ad- 
vertising lineage last 12 
issues 24.8% ahead of pre- 
ceding 12 issues. 


Western Office 
es : Virgil Malche: 
° ). “ “ ° , , 
a“, P. heey” 205 W. Wacker Dr 


Advertising 
Management 


461 8th Ave. Chicago, II. 
New York, N. Y 
Telephone: 
BRyant 9-3142 


Telephone: 
Randolph 7100 


ATLAS PHOTO COPY CO. 


STA. 4047 


_ | THREE LOCATIONS 


M.M. 


Vs. 


| 
P.M. 


_In planning the Window Dis- 
play, it pays to be "Mer- 
| chant-Minded" rather than 
| Price-Minded. FACTS TALK! 


FREEMAN CO." 


Starr and Borden Avenues 


AERIAL ADVERTISERS 


LICON AIRWAYS, INC. 


10 Passenger Tri-Motored Transports Painted with 
Your Colors for National Tours 
Incorporating Banner Towing and Other 
Spectacular Features 


Penn. e GOVERNOR CLINTON HOTEL Penn. 
6-473! NEW YORK CITY oe 6- 4730 


¢ Long Island City, N. Y. 
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SEEKS ACTION 


Growers! 
Stabilize Your Business 


Send Your Appent Dwertly wo the Secrmary of Agruuitere 


Florida Citrus Exchange bought 
this newspaper page last week to 
urge immediate action by all grow- 
ers in ratifying the citrus market- 
ing agreement drawn up by the 
siacinenineet of Agratiere. 


OCTOBER BREAKS 
ALL RECORDS FOR 
NETWORKS’ SALES 


1934 Total Expected to sit 


New High Mark 


Chicago, Nov. 28.—The highest 
sales record in broadcast history was | 


reached in October, with time sales | 
of the two major networks totalling | 


$4,527,001. On the basis of sales for 
the first ten months of this year, it 


appears certain that 1934 will mark | 


the peak year in sales for the radio 
networks. 
The record-breaking October total 


of NBC and CBS sales compared with | 
$2,560,657 in September, and $4,300,- | 
833, in March, 1932, the previous peak | 
the first ten, 


month. The total for 
months of 1934 is $33,841,454, accord- 
ing to National Advertising Records, 
compared with $24,353,214 for the 
same period in 1933, and $33,041,245 
for the first ten months in 1932. For 
all of 1932, the previous peak year, 


network time sales totalled $39,106,- | 


Wii) 

National Broadcasting Company’s 
share for October was $2,774,400, and 
for the first ten months $22,372,655. 
For the same _ periods, Columbia’s 
sales aggregated $1,752,601, and $11,- 
468,799, 

The Ford Motor Company, with its 
broadcast of the World’s Series, was 
the largest user of network time dur- 
ing the month, spending $362,265. 
The expenditure of Standard Brands, 
Inc., was $162,964, while the Colgate- 


Palmolive-Peet Company was a close | 


third with an expenditure of $159,389 
tor chain time during October. 
Other companies which spent $50,- 
{00 or more for network time during 
the month were: Liggett & Myers 
Tobacco Company, $139,278; General 
Foods Corporation, $139,321; Procter 
& Gamble Company, $131,890; Pep- 
sodent Company, $131,066; Wm. 
Wrigley, Jr., Company, $105,657; 
Lady Esther Company, $94,131; Gil- 
lette Safety Razor Company, $90,916; 
R. J. Reynolds Tobacco Company, 
88.081; Wasey Products, Inc., $84,- 
“SS, Chas. H. Phillips Chemical Com- 
Dany, $58,106; Kraft-Phenix Cheese 


Corporation, $54,440; General Mills, | 
lnc, $76,579; Andrew Jergens Com- | 


Dany, $78,968; Beech-Nut Packing 
Company, $56,914; 
Company, $56,628; 
Company, $63,400. 


Campbell Soup 


While in September only 11 adver- | 
Users spent over $50,000 each on net- 
Work time, 19 advertisers went over | 


‘he $50,000 mark in October. 


\lmost one-quarter of network rev- | 
was derived from daytime pro- | 


ehue 
stains during October, National Ad- 
Yertising Records’ figures disclose, as 
“Ompared with slightly more than 
‘ne-itth during September. 


4 


Ss | 


Bristol - Myers | 


Kirby with WSM 


E. M. Kirby, sales promotion man- 
ager of the National Life and Acci- 
dent Insurance Company, has been 
made publicity director of WSM, 
Nashville, succeeding George A. Day, 
|recently appointed director of the 
WSM artists’ service bureau. The 
move will not interfere with Mr. 
| Kirby’s activities for the insurance 
| company. 


Opens Detroit Office 


The Chicago Tribune has opened a 
| news sales office in the General Mo- 
tors Bldg., Detroit, to be in charge 
of Wallace E. Bates, formerly in the 
New York office. The office will be 
under the supervision of George O. 
| Strecker, manager of automotive ad- 
vertising. The telephone number is 
| Madison 6334. 


Westinghouse’s 


Yule Theme Is 
“‘Good Fortune’”’ 


East Pittsburgh, Pa., Nov. 30.—Em- 
ploying illustrations of a gypsy for- 
tune teller in colorful costume, the 
Christmas campaign for Westing- 
house refrigerators will declare that 
“it’s good fortune to get a Westing- 
house for Christmas.” 

The “good fortune” theme dom- 
inates the refrigerator advertising in 
all mediums to be used, and is com- 
bined with the “safety zone” story. 
The angles of food preservation for 
health, and economy of operation, 
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STABILITY THROUGH DIVERSIFICATION. The our- 


3 standing characteristic of the Process Industries is the diversi- 


a 


ia 
= 
_ 


| Pe 


. fication of products. These products feed directly or indi- 
_ weetly to every industrial and consumer market. There are 
_ ghemicals which go into drugs, rubber, paper, food, steel; 
dyes used for textiles; leather for shoes and belting; rubber 
for automobile tires; gas for heating; gasoline and oil for 
automobiles; paper for newspapers, magazines and books; 


i cement, lime, paint, varnish, wallpaper and ceramics for, 


there is activity. anywhere. 


building construction; fertilizers for farms; and a host of 
products of less importance. 
stability, Thus there is activity in this group so long as 


This broad basis makes for 


RESEARCH 1S A CONSTANT STIMULANT. A second 
and most important consideration is the utilization by these 
industries of the developments which result from research. 


Research is now fairly common in all industries, but it is 


“oe almost universal in the Process Industries. Contrary to the 


lated into new plant processes than in 
amy comparable period. 
INCREASING USE OF ELECTRIC- 


Leite +. 
Pima tiie, Jude x om 


together. 


* + 


activity. 


_ situation existing in many fields, theré was no general mora- 
_ torium on research during the depression. 
fact, there were probably more new 
developments coming out of chemical 
research laboratories which were trans- — 


As a matter of 


Meroe” ta Sbons 
mae ge 


x) og Sete i 


— UFY. Itds this combination of diversi- 
fication and. mew products which. ac- — 
counts for the super-normal rate of | 

activity in the Process Industries. There. 

is: available: no. better yardstick. with . 
which to measure activity than the fig- _ 

ures on industrial electric power con- — 
sumed. From 1926 to 1930 the Process 

Industries and all industries ran close — 

a Since 1930 the divergence _ 
_... has increased, with the Process Indus- 

tries following the general course of — 

all industries, but showing always more — 


HE January issue of 


Consumer Relationships. 
will be devoted to 


BOTS 


sponsibility 


eT flat 
ie, sagen 


Chem & Met Starts 1935 § 


by Showing the Strong Mutual Interests of 


Producers and Consumers of Chemicals 


“Chem & Met"’ 
tribute basic data on the subject of Producer- 


an analysis of 
which make for the mutual benefit of the manu- 
facturer and the user of chemicals. 


Prominent among the data will be the 1933 Census 
% of Manufactures, a four-way analysis of 65 chemi- 
cal commodities and a discussion of the ethics of 
chemical competition, by competent authorities. 
Here is a subject in which the manufacturer of 
equipment is vitally interested, for his is the re- 
of developing the proper equipment 
for both the producer and consumer. 


Advertising forms will close December 24th. 


are brought out as “good fortune 
benefits. 

Another Westinghouse ‘owner loy- 
alty personality” is featured in the 
Westinghouse advertisement to ap- 
pear in the Dec. 8 issue of the Sat- 
urday Evening Post. The layout in- 
cludes photographs of a refrigerator 
owner, and a drawing of a gypsy. 
The owner says “It’s year-round good 
fortune to get a Westinghouse for 
Christmas.” 

Westinghouse dealers throughout 
the country have received portfolios 
explaining the “four-ace’’ Christmas 
sales plan, in order that they may 
tie up with the Post advertisement. 
The “four aces” include a window 
display, a 24-sheet poster, a Christ- 
and mats for newspaper 


mas folder, 
advertising. 


THE PROCESS INDUSTRIES 


[An estimate by S. D, Kirkpatrick, Editor, Chemical & Metallurgical Engineering] 


The newspaper advertising pre- 
pared for dealers’ use plays up a 
small down payment and a small car- 
rying charge until Mar. 1 in order 
that the family budget will not be 
overtaxed during the holiday season. 
“The best of good fortune, madame 

a Westinghouse Refrigerator for 
Christmas,” is the card-reading given 
by the gypsy to her patron. 

The dealer, too, is advised by the 
portfolio that he will get his share 
of “good fortune” if he takes advan- 
tage of the “four-ace” holiday sales 
plan. 


C. H. Van Orden Dies 


Charles H. Van Orden, co-founder 
of Phillips-Van Orden, San Fran- 
cisco printing and publishing house, 
died in that city last week. 
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We can see no reason why this condition should not con- i 
tinue, The same basic factors are present. Confidence in such 

a prospect is being shown by manufacturers in this group, 
patticularly among the chemical companies, in the form of 

new building projects, This has been especially true since 
August, 1933, and fortunately, has been made possible by 

the large cash surpluses in the hands of the larger companies, — 


MILLIONS READY FOR NEW PLANTS. More than a 
$100,000,000 has been set aside for new-planc ptojects inthe ‘ 


Process Industries. Already the South has witnessed a great : 
migration of the alkali industry where three new plants now 
under construction in Louisiana and Texas alone represent 
an outlay of $20,000,000. Other industries are bound to 
follow as these basic chemical producing units attract chem- 
ical consuming industries, such as soap, pulp and paper and 


cottonseed oil and petroleum refining. 


In the Middlewest 


a large plant is being built to utilize the waste gases of an : 
oil refinery as the basis for a synthetic organic chemical i 


industry. 


.! 


engineers. 


will con- 


Over 50 editorial pages 
the factors 


Many smaller projects are under way—a $400,000 

cites plant in Cincinnati, an electric furnace phosphoric acid 
plant in New: Jersey, and another at 
_ Muscle Shoals—not to mention the 
_ many large distilleries which in these 
days are being manned by chemical 


_ Modernization and remodeling which, ay 
_ while not so spectacular or so easy to 
trace, are nevertheless of considerable 
| magnitude, One heavy chemical com- 
_ pany is spending almost a million dol- : 
tars in. modernizing plants in New yy 
ay. Ohio and Indiana. Many others 
are quietly proceeding with plans for ; 
- new. power plants or the revamping of 
per eee’ services and equipment to 
i _ improve, efficiency. On such a basis, 
one may confidently predict a year of 
continued activity for chemical engi- 
neers and those who supply them with 
_ the equipment and raw materials used 
in Process rasa ie 


CHEMICAL & METALLURGICAL ENGINEERING 
Apc Published by McGraw-Hill, 330 W. 42nd St., New York 
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Ford M at his two months, will contain contribu- | the magazine appear striking illus-| stars. The caption states: ‘“Experi- THANKSGIVING 


tions from famous writers, techni-| trations in color of Mathis cars and|ence based on 23,000,000 automo- ey ser ory 
cians, sportsmen, artists, creators of | Ford cars, which aside from the | biles—a number greater than the ig 
Enters French fashion, theatrical and motion pic-| Ford and Mathis symbols on the | stars in the sky.” Another remark- 
e ° /ture producers. It sells for five front cover and at the bottom of|able page, designed also by Mr. 
Magazine Field trance. each page, constitute all of the di-|Iribe, shows serried ranks of Mathis 
| The editorial policy as set forth | rect advertising. ‘and Ford cars fading into a perspec- 
‘by Mr. Iribe in the first issue, is to The interesting point is made in|tive, with a streaming pennant in 
New York, Novy. 28.—Marking a| bring to the public, “under the aus-|the first issue that it is logical for |red, white and blue dominating the 
sensational innovation by industry | pices of the two great names in the|a review of sports and of the fash- | center of the page. 
in the field of public relations, the |international automotive field,” an | ionable world to be published under | An article by Maurice Dollfus on 
“Revue des Sports et du Monde” |independent review, covering every | the sponsorship, so to speak, of the |“L’Accord Ford-Mathis” gives the 
has entered the French magazine | field of sport, as well as reflecting | automobile, because it is to the auto-|key-note of the merger as it is seen 
market, it was learned here this literary, artistic, and fashion trends.| mobile that all sports owe not only | by the French. 
week when copies reached New Aside from the importance of this| their development but also the pos- : - 
Fore. It is published by Paul lribe invasion by industry of the magazine sibility for continuing their exist- CG. V. Smith Heads Club 
at Paris under the aegis of the! publishing field for public relations| ence and remaining popular. G. Vance Smith, president of the 


newly combined Ford Motor Com-! purposes, the magazine itself is in-| Particularly inte rest ing is a Central Advertising Corporation, has 
pany and Mathis automobile com-|teresting as a contribution to the double-page spread, designed by Mr.| peen elected president of the Adver- | New 
pany of France. graphic arts. Iribe, a well known industrial artist, | tising Club of Indianapolis, succeed- eeded 
The magazine, to be issued every In the front and back parts of showing a deep blue sky, dotted with ‘ing W. B. Leggett, resigned. womel 
= tinted 
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Land O' Lakes turkey advertise. § °"\°* 


_ ment in newspapers this week is i. 
representative of flood of Thanks. aie 3 


giving food copy which helped Pert 


to spread good cheer. videly 
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Chicago, Nov. 30.—Five years ago Pub! 

only five cities could be reached with opol 

rotogravure in four colors. When yeCal 

This Week begins publication in orke) 
February, distributing through 21 True 
metropolitan newspapers, it will be lome 


| possible to blanket the country with 
| color roto. 


This interesting contrast was Bus! 
| pointed out by W. W. Garrison, vice- read 
president of McJunkin Advertising gram 
| Company, who, as account executive fashio 
é ® a |on the account of the W. A. Sheaffer in fou 
Nation- | p Covera p | Pen Company, Fort Madison, Ia., had [of th 
'to perform some heroic deeds in 1930 The | 
” to get four-color rotogravure adver- umer 
, tisements printed and distributed. icks 
| Only one middle-western city and iateh 
|a few on the Pacific coast will be Stor 
without color roto in 1935, Mr. Gar- tem i 
This 16-page booklet comprised of factual ree pointed out. sal 
data taken from current surveys, answers many | When Mr. Garrison investigated JJ “vate 
of the questions that are being asked as to _ the rotogravure situation in June, s pla 
‘ a 1930, he found newspapers in only e pi 
the potentials for 1935 construction in the . five cities equipped to print four ‘agp 
Residential, Commercial and Farm markets. a C e S a (| S S * p (| ep if) color rotogravure. These papers were lan 
. j hie: y r ¥ . j re ree Com 
It contains: in Chicago, New York, Milwaukee, 
St. Louis and Philadelphia. Inasmuch nd te 
s ° . °® > as Sheaffer desired to reach the pub- ris 
I * jtic in 88 cities just prior to school etur 
commencements, the McJunkin ith 1 
- agency finally decided that the sim- ick « 
, plest way to handle the matter was Asid 
A breakdown by units of the number of new Act if] full force to have the printing done at one cen- pstic 
homes and commercial buildings, with a care- . tral point. hap 
ful estimate of modernization projects and | Stimulated Interest - 
data on farm construction. With the greatest potentials in ten years the building indus- | It assumed this responsibility, sell! J jyay, 
‘i = e |Z y » 7 -page secti s the y 
try will enter 1935 with a set of new rules both as to financing |'™* ‘he fourpage sections to r thy 
| newspapers. The first and fourth It is 
} 


and trade practice, brought about by F. H. A. And a new 


* pages were in four colors, the second Kopi 
Nl la ySIS 0 0 uc S army of builders enters the picture taking the place of former (and third in monotone. The Sheaffer Boa, 


| Pen advertisement appeared on the 


builders who are no longer connected with the industry... . |. ania eh tax Mek wnines Ou e 

. . . . ° ' ; " ‘ ; rly | 

A listing of the principal products used in new The American Builder is timed to new developments ... Its | ing the newspaper masthead and 2 we 

and remodeling construction with a break- circulation has kept apace with personnel "turn over"... ees of ear gllagder sre erfor 

‘ : “yy ee ja ° : ie-up advertising was sold by the tex 

down of the primary and secondary factors of its distribution is confined to those builders active today. newspapers to Sheaffer dealers in e « 

influence in brand selection and control. many cases though in other it n, | 

stances the newspaper devoted the til p 

space to pictures of local graduating unt 

Seen | groups. Ano 

Nl Na YSIS 0 ea ers While Sheaffer reported remark: me} 

bb e ba 9) able results from this, the first foul Ich 

. p mon 0 men a ii] if) color rotogravure advertising done pare 

Information on the extent of dealer influence, on a large scale, the plan also served ent 
with surveys showing lines of merchandise to stimulate publishers’ and advert 


The January American Builder, with special planning material, ers’ interest in this medium, with the 


handled, along with capital ratings, and rela- . . - “ Pe nga eae 
ied ianiiltien will reach more than 45,000 active Key Men in the midst of '°S'!'S indicated. 


1935 “mental building'"—when plans are being drawn and = a4: 
: ‘ : ; ; eaves Coast Position 

specifications written. Products sold to key men builders in © &. Bigelow has resigned as | oast 
the planning stage will be installed in the construction stage. manager of the  Bigelow-Sanfort 
> p ° ° Carpet Company, New York. Kelly e : 
all Or Our Opy ... The January American Builder is the number to inaugurate joiner, manager of the Los Angeles 
your 1935 sales drive. May we reserve space for you? office, has been appointed Pacific ia 
: coast manager, to supervise all ope! RA 
— 


This book contains vital information for all ations on the coast. 


manufacturers of building products. Send for A ae WHBU 
your copy today. Leo N. Kennett of South Bend. 


nd., has bought station WHBU. 


105 W. Adams St., Chicago 30 Church St., New York | ?'oadcasting plant of the Andersom 


Ind., Broadcasting Company. —_— 
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WILADY’S LIPS 
AND NAILS MAY 
HARMONIZE NOW 


Cutex Lipstick Is Newest 


Feminine Beauty Aid 


New York, Nov, 27.—Having suc- 
eeded in convincing millions of 
yomen that fingernails must be 
tinted a variety of shades to har- 
monize with their owners’ disposi- 
fon or costume, the Northam War- 
en Corporation, manufacturer of 
Cyutex preparations for the nails, is 
ow preparing to sell the idea of 
sarmonious accord between woman’s 
ails and lips. 

Perfect agreement between these 
videly separated parts of the female 
anatomy is to be achieved through the 
se of Cutex lipstick, which is now 
eing introduced to the trade, with 
the first national advertising sched- 
jed to appear in February issues of 
seneral Magazines. 

In beginning the 1935 magazine 
ampaign for the company’s prod- 
wts, the plan is to follow out the use 
f color to sell color which charac- 
terized the 1934 campaign. The new 
lipstick, which sells for 50 cents, will 
provide a fresh point of attack. 
Publications to be used are Cos- 
opolitan, Ladies’ Home Journal, 
yeCulls, Modern Magazines, New 
orker, Redbook, Tower Magazines, 
True Story, Vogue and Woman's 
lone Companion. 


Pilfer-Proof Merchandise 


Business paper advertising which 
ready has appeared calls the pro- 
zam the “latest thing in make-up 
fashions.” Cutex lipstick is offered 
in four shades to harmonize with six 
f the Cutex liquid nail polishes. 
The headline feature of the con- 
umer advertising will be that “lip- 
icks and nail polishes must 
vatch.”’ 
Stores which already have the 
tem in stock are using a new pilfer- 
oot merchandiser, in which the 
sreater part of the lipstick package 
s plainly exposed, but from which 
e package can be removed, how- 
ever, Only from the rear. Each mer- 
landiser holds 12 packages. 
Combination displays are 
ul to this end, retailers are being 
rnished with colored counter cards 
‘turing a smartly groomed woman, 
ith tinted finger tips, applying lip- 
lick of the same tone. 

Aside from the benefit which the 
pstick will receive from the fash- 
li appeal, the company is convinced 
at the Cutex name and its previ- 
is advertising will prove decidedly 
Vantageous in building acceptance 
'the new product. 

lt is pointed out, for example, that 
recent investigation showed 76 per 
‘ut of the women interviewed now 
anicure their own nails. In the 
tly days of Cutex a similar survey 
oWed 25 per cent of the women 
“tlorming this task themselves. 
tex is responsible for almost all 
* educational work in this direc- 
i, having done 95 per cent of the 
‘il polish advertising placed in this 
untry, 
Another investigation s hows 
men to be spending practically as 
ch now on toilet accessories as on 
Darvel. The figures cited are $53 
‘tt annually on apparel by each 


*PHOTOSTATS. 
RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York lFor All Branches 


Cleveland: Main 9335 


{State 6013-4 
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Chicago 
Senencnunes 


urged | 


adult American woman and $48 for 

accessories, including manicure prod- 

ucts. 
The 


of the largest retail organizations. 
Walgreen’s, for example, ran an ad- 
vertisement of several columns in 
the Chicago Herald & Examiner in 
which color was used on lips and fin- 
ger tips. 

J. Walter Thompson Company is 
directing the advertising. 


Goulds Pumps to Tyson 


Goulds Pumps, Inec., Seneca Falls, 
N. Y., has appointed Tyson-Rumrill 
Associated, Rochester branch of O. 
S. Tyson & Co., New York, to direct 
its farm and suburban advertising. 


new Cutex lipstick has re- 
|ceived excellent promotion by some 


Disparaging 
Copy Decried 


New York, Nov. 28.—In view of 
a growing tendency on the part of 
some advertisers to include in their 
advertising statements that directly 
or by implication disparage the 
goods of other manufacturers, the 
executive committee of the Proprie- 
tary Association has unanimously 
adopted a resolution condemning the 
practice. 

This action was taken on recom- 
mendations of Wm. Y. Preyer, chair- 


ADVERTISING AGE 


man of the association’s advisory 


committee on advertising, Frank A. 
Blair, president, and Lee H. Bris- 


|tol, advisory committee member. 


By Drug Group 


Asks Self-Censorship 

Stating that the practice is ethi- 
cally unjustified and commercially 
undesirable, the committee “resolved 
that the members of this association 
are advised to review their adver- 
tising copy and if disparaging state- 
ments or implications are contained 
in it to remove them, and further 
that this association, througn its 
committees and its counsel, take 
such steps as may be possible to 
cause non-members of the 
tion to desist from this practice as 
an unfair method of competition.” 


associa- | 


Urges Safety Drive 
A state appropriation of at least 
$25,000 for safety promotion adver- 


|tising in Connecticut through news- 
| papers, 
letc., is being pushed by Michael A. 
| Connor, 
|tor vehicles. 


billboards, motion pictures, 


state commissioner of mo- 


Venard Leaves Stearn 


Lloyd George Venard, for the past 
nine years contact man of the Stearn 
Advertising Company, Cleveland, has 
left to join WGAR, Cleveland, in 
charge of food and drug accounts. 


Names Chas. Eddy 
The Bergen County, N. J., Ree- 
crd has appointed the Charles H. 
Eddy Company as national advertis- 
ing representative, effective Jan. 1. 


CINDERELLA’S ON ICE 


—due to a magic that no fairy godmother ever pos- 


sessed . . . Household magic, 


Modern equipment and methods so simplify 


homemaking that women now have more outside 


interests than there were straws in Cinderella’s 


broom. 


Certainly that’s true of Companion readers. One 


out of five is a keen skater, a recent survey shows.* 


Equally impressive numbers go in for hiking, swim- 


ming, golf, tennis, angling, horseback riding. And 


THE 

CROWELL PUBLISHING 
COMPANY 

NEW YORK 


WOMAN'S 


these are just their sports! 


The Companion attracts women of this type be- 


cause it recognizes their broader outlook—their per- 


sonal ambitions. It gives them recipes for individual 


development as well as kitchen success. 


They in turn have given the Companion the larg- 
est circulation in its field—2,606,000. 


A vast, friendly audience—eager for everything 


that will help them live better—receptive to whatever 


will meet their wider wants. 


*Available on request 


PUBLISHERS OF COLLIER’S 
WOMAN'S HOME COMPANION 
THE AMERICAN MAGAZINE 
THE COUNTRY HOME...MORE 
THAN 8,300,000 CIRCULATION 
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Henry Ewald Sighs | 
Over Opportunity | 
Lost at Gibraltar 


| 


New York, Nov. 26.—On the morn | 
of his return from a month’s vaca- 
tion in sunny Italy, Henry T. Ewald, 
president of Campbell-Ewald Com- 
pany, turned his thoughts yearningly 
back over an expanse of ocean and 
toyed anew with the idea of planting 
outdoor advertising on the vast ex- 
panse which is the Rock of Gibraltar. 

Advertising on the Rock was the 
first topic Mr. Ewald discussed with 
ADVERTISING AGE’s” ship reporter. 
What a place for a Chevrolet spec- 
tacular, he mused. 

Jokingly, a friend inquired on his 
departure if he sought to sell the 
British government the idea of open- 
ing the Rock to advertising. Some 
years ago he had tried to put a Buick 
sign on Eiffel Tower. After lengthy 
negotiations, he was successful in get- 
ting the proposition before the Paris 
board of aldermen, who rejected it on 
the basis that the structure may be 
used only to advertise French-made 
goods. 

Seriously, Mr. Ewald believes ad- 
vertising men have overlooked a 


promising possibility in the Rock of 


Gibraltar, and that some day some 
one may be able to sell the British 
government on the idea. 

Mr. Ewald returned with a wealth 
of general impressions, but in his 


| pleasure hours did not dig into ad- 


vertising problems under the dicta- 
torship. He went to Italy for rest. 
Egged on by motion pictures and 


compelling travel propaganda ob- 
ligingly purveyed by the Italian Line 
on the way over, he toured the in- 
terior of Italy by motor, and was 
naturally pleased to note the pro- 
gressive spirit which marks Italian 
road work—tunnels, trestles and 
markings. Perhaps most impressive 
was the road “manicure” work, for 


one sees men at work sweeping far 
from cities, he said. 

American advertisers, he ventured, 
might find effective copy ideas in the 
premium so willingly placed on 
American manufacturers abroad. A 
case in point is Camel cigarettes, far 
superior to foreign makes and easily 
drawing 90 cents a pack. The story 
of such respect abroad might well 
raise public appreciation of domestic 
goods at home, in Mr. Ewald’s esti- 
mation. 


Offers Renewal Kit 
Perfect Circle Company, Hagers- 
town, Ind., is offering a new item in 
its line of products, a motor renewal 
kit for Ford and Plymouth cars. 


AIR TESTS SHOW 
POWER OF NON- 
AVIATION GAS 


-SOHIO STUNT PROVES VALUE OF xX 70 


HARRY SIEVERS 
ome engines pites we hey owe 


150000 miles sare 


Sohio Begins Airplane Flights 
As X-70 Promotion 


Cleveland, O., Nov. 30.— The 
Standard Oil Company of Ohio has 
started an unusual campaign to 


prove the power of its new high test | 
X-70 gasoline, using Harry Sievers, | 


famous pilot, in a barnstorming 
flight around the state. “Good 
enough to fly a plane,” is the com- 
pany’s description of this fuel, in 
newspaper advertising for the flights. 


Giving a non-aviation, automobile 
fuel such a plane test is played up 
by the advertising as the ultimate 
in power demonstration. Standard 
anticipates increased consumer re- 
ception as a result. 

Pilot Sievers will conduct his test 
in every representative city in the 
state. The promotion started last 


——__—__—_———_——— 


VER 800,000 


Southern Agriculturist closes the year with a circulation 40,000 greater than 


its guarantee and the lowest milline rate in its history. 


It is the only South-wide farm paper that— 


Has never reduced its subscription price; 


Has never been forced to reduce its advertising rate because of loss in 


circulation. 


It was the first South-wide farm paper— 


To adopt the monthly rural magazine form; 


To use four color covers. 
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FASTEST STARTING SOHIO EVER MADE 


Two of the three full-page advertisements which are telling the story 
of Harry Sievers’ flights with regular X-70, automotive gasoline, in his 


tank. 


he one at the left appears before the flight, the other one 


the next day. 


= 


week in Cleveland with other cities 
to follow in rapid order. 

Full-page newspaper copy will be 
used in each of the local areas to 
promote the event and report the 
results. The initial copy will run 
the day before the flight, apprising 
the public that the next day at a 
specified time the plane will roar 
overhead in the new test. 

The second page appears the day 
of the flight featuring a statement 
by the pilot that he will prove the 
unfailing power of the new gasoline 
in his plane at the designated hour. 
The third insertion reports the suc- 
cess of the test. All copy will be 
dramatically portrayed with cuts of 
the plane or pilot. 


Parades Included 


In each city, the promotion will 
include parades to the local airport 
and participation by prominent fig- 
ures. Thousands of people are ex- 
pected to see the flight at each city 
and it is anticipated that the three 


said: 


farm purchasing power. 


Shipments of Northern Manufacturers to Southern 
Farm Area Show Enormous Gains 


In an address delivered in New York City, November 8, Secretary of Agriculture Wallace 


"We have examined the waybills of two representative southern railroads, 
Railway System, and the Central of Georgia. The periods under study include the year ending 
June 30, 1933, and the 10 months ending April 30, 1934, and cover carlot shipments, which 
for these two roads are more than 95 percent of the total. 
areas of the Southeast, and may be expected to reflect, in their shipments, any gain or loss in 


"From three great industrial States—Massachusetts, New York, and Pennsylvania—ship- 
ments to the Southeast in the first 10 months of 1933-34 were 43 percent greater in total ton- 
nage than in a comparable period in the previous year. * * * It must have been cause for 
satisfaction, not only in the town, but in the surrounding countryside, when increases like these 
took place: When the farm implement industries of Auburn, New York, for instance, shipped 
to the Southeast via these two railroads 23,000 tons of machinery in 1933-34 as against 12 tons 
the year before; when refrigerator concerns in Erie, Pennsylvania, more than doubled their 
shipments; when paint companies in Philadelphia doubled their shipments, 
manufacturers in Boston trebled theirs." 


Since the income of thirteen Southern states from all crops, including benefit payments, 
is estimated to be 43 percent higher for 1934-35 than it was in 1933-34, it seems reasonable to 
expect something like the same rate of increase of sales by manufacturers in these states this 
year as they enjoyed last year. 


Both roads penetrate the farming 


the Southern 


and when shoe 


Its even distribution forms the most logical and economical foundation for 
any plan to reach the rich rural buying power of the whole South. 


SOUTHERN AGRICULTURIST 


B. Kirk Rankin, Publisher 


Nashville, Tenn. | 


big advertisements will induce more 
local interest than a three-ring cir. 
cus. In order to make the test ep. 
tirely impartial, a disinterested citj- 
zen will be invited to select the 
Sohio station and the X-70 pump 
from which the fuel will be supplied 
for use in the test plane. 

While each advertisement empha 
sizes the fact that X-70 is “good 
enough to fly a plane,” the copy also 
asserts that it is not an aviation 
gasoline, and states that “it’s far 
better in your car than any aviation 
gasoline could be.” 

Sohio advertising is handled by 
the Cleveland office of McCann 
Ericksen, Inc. 


Marks 50th Birthday 


The Fort Myers, Fla., News-Press 
celebrated its golden jubilee Nov. 22 
with an anniversary issue completely 
printed on goldenrod paper. Letters 
from President Roosevelt, Gov. 
Sholtz of Florida and others 
peared on the front page. 
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Difference No. 8 


Newspaper 
TIMELINESS... 


we Magazine DURATION 


closing . . 


tages 


wt DO Our pant 


Daily publication 


you 


Science Monitor. 


Branch Offices: 
Kansas City, San Francisco, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Geneva, Florence 


. day-before 
. regional placement... 


are among the newspaper advan- 


get in The Christian 


In addition, its 


high news and editorial standards 

. its continuing freshness .. . 
its usefulness for reference pur- 
poses prolong the effect of your 
advertising message. 


THE 


CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Science Publishing Societ’ 


Boston, Massachusetts 


New York, Chicago, Detroit, St. Louis, 


| 


| AN INTERNATIONAL DAILY NEWSPAPER 
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1,000 AWEEK 
CHAIN'S PROFIT 
ON ‘BROKERAGE’ 


Nebraska Publishers Given 
Local-National Story 


Lincoln, Neb., Nov. 30.—Some 
startling figures on encroachment of 
yational advertising lineage on the 
local field were submitted to the Ne- 
praska Publishers Association Tues- 
day by John T. Fitzgerald, president 
of the Newspaper Representatives of 
Chicago. Interest in Mr. Fitzgerald’s 
plea for corrective action was so 
keen that ensuing discussion vir- 
tually wiped other topics off the 
agenda. 

Reiterating his belief that placing 
of national advertising at local rates 
is destroying usefulness of the news- 
paper as a basic medium, Mr. Fitz- 
gerald presented the first accurate 
figures to indicate the extent to 
which general advertising is running 
as retail lineage. 

“Through the cooperation of some 
of the members of our association 
who bill, collect and guarantee gen- 
eral advertising for their newspa- 
pers,” he explained, ‘“‘we have re- 
duced the revenue billed through 
them for the first nine months of 
1934 to the basis of lineage at net 


general rates and compared this 
lineage with what an independent 


measuring service says should be 
general lineage, adding thereto the 
automotive and financial classifica- 


tions.” 


Gives Actual Figures 


Citing ten newspapers in cities of 
various sizes, Mr. Fitzgerald said the 
difference between actual and log- 
ical billing ran from 425,000 to 725,- 
000 lines in each newspaper during 
the first nine months of 1934. The 
average discrepancy for the ten pa- 
pers was 503,224 lines, or monthly 
average of 55,900 lines. 

Mr. Fitzgerald made an interesting 
statement to show how retailers are 
profiting from the brokerage of ad- 
vertising at the expense of national 
advertisers. Said he: 

“Mr. Katz, of the Katz Drug Stores 
of Kansas City, Mo., operating seven 
retail stores in that territory, is re- 
ported to have made the statement 
that his chain makes $1,000 a week 
on the differential between general 
and retail rates in Kansas City news- 
papers, 

“We interpret this to mean that 
this chain’s retail advertising—and 
it is a heavy advertiser—costs Mr. 
Katz nothing, and that, in addition, 
the profit he reports is velvet. It is 
rrobably a knowledge of the profits 
accruing to merchants indulging in 
this practice that caused one news- 
paper to exact the general advertis- 
ng rate from retail chain store ad- 
vertisers.” 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


nut 


Booklet, ** Brass Knuckles,’’ Free to Executives 
817 Fifth Ave., Pittsbur Pa. ATiantic 1290 


[Con PLETE . 
| CONTRACTOR © 


Pp Deman 


in Response 10 2 
1 tee lishers of BUILDING 


Frank B. Amos 


Joins Maxon, Inc. 


Frank B. Amos has been appointed 
to the executive and contact staff 
of Maxon, Inc., Detroit, effective 
Dec. 1. His headquarters will be in 
the New York office. 

Mr. Amos, for several years export 
advertising counsel for a number of 
American \manufacturers, was for- 
merly with Studebaker Corporation, 


Dodge Bros. Corporation, and more 
recently with George Harrison 
Phelps, Inc., and Dorland Interna- 
tional. 


Miss Zillessen Speaks 


Clara E. Zillessen, advertising 
manager, Philadelphia Electric Com- 
pany, was the speaker at the dinner 
meeting of the Philadelphia Club of 
Advertising Women Novy. 22. 


Rom ance Fills 
Californians’ 
New Campaign 


San Francisco, Cal., Nov. 27.—Ro- 
mantic atmosphere will take prece- 
dence over the recreation theme in 
the winter advertising campaign of 
Californians, Inc., which is now get- 
ting under way. 
| Advertising is concentrated in the 
| Saturday Evening Post, in which 
bleed pages will be used featuring a 
series of views of San Francisco and 
northern California. The first adver- 
tisement in the series, to appear Dec. 
8, will suggest to the traveler that 
he come back to see and do what 


\ 


} 


| 


}what that means. 


he missed on his last trip, as well as 
inviting new vacationists to northern 
California. 

The copy is of the “emotional fore- 


about San Francisco is so deep and 
so strong that they feel it almost 
their duty to convey some of this to 
prospective visitors.” 


taste” type, all color and romance. The account is being handled by 
“On a resort and recreation basis,” |the San Francisco office of Lord & 


according to John Cuddy, executive | Thomas. 

secretary, “northern California can’t -—— - 

compete with certain other parts of Buys Movie Projectors 
the world, but San Francisco as a 5 ie 

‘story’ city can only be duplicated by The Chevrolet Motor Company has 
New York or New Orleans. You've placed or order for 7,000 sound — 
. : a tion projectors with the Electro- 
got to come to San Francisco to know | acoustic Products Company, to be 
used by dealers in their local sales- 


Strong Personal Feeling —— as 
“An interesting insight on the ad- 
vertising of Californians, Inc., is that Approves Property Sale 


The Alabama Public Service Com- 
mission has approved the Alabama 
Power Company’s sale of $2,200,000 
worth of property to the Tennessee 


no matter how phenomenal the results 
of any other type of campaign, mem- 
bers of this organization wouldn't 


be satisfied with it. Their feeling} Valley Authority. 
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Toronto Daily 
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From Publishers’ Statements to the A.B.C. 


™ TORONTO DAILY STAR 
TORONTO - - 


U. S. REPRESENTATIVES: CHAS. H. EDDY, NEW YORK, CHICAGO, BOSTON 


Offering Advertisers. 
Impressive Coverage _ 
' At Low Coest | 


The Toronto Daily Star's consistent, substantial growth is the result 
of continually keeping reader interest up to a high level and so holding 
old readers while developing new ones. Everything humanly possible 
is done to make The Star a welcome and interesting newspaper to all } 
members of every family within its ‘radius of circulation. 


The Toronto Daily Star has by far the largest daily newspaper circula- 
tion in Canada — 57‘, greater than that of any contemporary and 
much greater than the combined circulations of the two morning papers. 
Its circulation is concentrated among people of moderate and more 
than moderate means, people who constitute the most responsive market 
for advertised products—the pick of buyers in Canada’s key market 


With these outstanding advantages, it is not surprising that The 
Toronto Daily Star is also a leader in volume of advertising published in 
its columns. During 3 months this year it has published more adver- 
tising than any other 6-day newspaper in Canada or the United States. 
For the 9 months ending September 30th period, it published more total 
advertising than any other 6-day newspaper in America, with the single 
exception of a Washington paper 


The Toronto Daily Star simplifies the problem of reaching a great and 
wealthy market. The advertising cost on a “milline” basis is by far the 
lowest of any newspaper in Canada, and, with the exception of a New 
York tabloid newspaper and a Kansas City paper that combines morn- 
ing and evening editions, the lowest in all America. 


Sell your products economically through this leading, growing medium 
—success breeds success! 


October Circulation: 234,891 baily Average 


"ONE OF THE WORLD'S GREATEST NEWSPAPERS'' 


CANADA 
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ADVERTISING AGE 


December 1, 1934 


Declares Slurs 
On New England 
Led to Action 


Nov. 28.—Thirty 
thousand individual inquiries have 
been received each from pro- 
spective vacationers as a result of 
the New England Council's expen- 
diture of $150,000 in a three-year 
campaign to sell New England as a 
recreational area. 

These figures were given by Rob- 
ert Huse, director of the Council’s 
advertising and publicity, at the or- 
ganization’s tenth annual meeting 
here last week. 

Ten years ago, Mr. Huse noted, it 
was popular for newspaper editors 
and pot-boiling elements to use the 
phrase “poor old New England,” and 
this attitude led to the creation of 
the Council under sponsorship of 
the governors of the six New Eng- 
land states, for economic research 
and development. 

In connection with the promotion 
of recreational business, advertising 
was brought into play, that the en- 
tire country might learn of the sec- 
tion’s tourist advantages. 

“Perhaps the most important re- 
sult of the Council’s campaign, how- 


Boston, Mass., 


year 


—— 


ever,” Mr. Huse stated, “is the stim- 
ulative effect that it has had on 
other interests, resulting in a ma- 
terial increase in the total amount 
of advertising of New England’s rec- 
reational attractions.” 

About a million pieces of New 
England recreational literature were 
distributed by the Council through 
all channels in the three years the 
campaign has been in effect. 


Advertising 
Show Planned 
t. In Cleveland 


O., Nov. 27.—Through 
the largest advertising exposition 
ever held in this city, the Cleve- 
land Advertising Club plans to pro- 
mote Cleveland as an advertising 
center for the thickly-populated in- 
dustrial area within a hundred-mile 
radius. 

The show will be staged in con- 
junction with the general Cleveland 
exposition, Dec, 29-Jan. 6, at the 
public auditorium, and_ will be 
known as the Cleveland Advertising 
Exposition. A special section has 
been reserved. 

Representative concerns 


Cleveland, 


in the 


advertising field here will take 
booths in the section and exhibits 
will be of an educational nature, 
stressing Cleveland as an advertis- 
ing center. 

To promote the event among ad- 
vertising managers and purchasing 
agents, the club will use direct mail, 
and is planning a series of lunch- 
eons to be held each day of the ex- 
position for advertising managers 
and purchasing agents from towns 
and cities in the Cleveland area. 


Prizes will be awarded for 
achievements in copy writing, pho- 
|tography, commercial art, typog- 


raphy, and work in other crafts. 


Ray Long Named 

Ray Long, for several 
tor of Cosmopolitan and more re- 
cently a book publisher, has been 
appointed editor of Photoplay, which 


was recently acquired by Macfadden 
Publications. 


Photo-Mural Moved 


The 40,000-pound photo-mural 
which Kaufman & Fabry made for 
the Ford building at A Century of 
Progress has been moved to Detroit. 
The mural, made up of 97 panels. 
will be re-hung in the new visitors’ 
entrance to Ford’s River Rouge 
plant. 


years edi- 


ADVERTISEMENTS FOR 
IRON FIREMAN IN “EXTENSION 


Iron Fireman Company in 1933 showed a 20% increase in sales 


THE IRON FIREMAN 


REG. U. & PAT OFF 


Gxtension 


over 1932. For the first 6 mont 


hs of 1934 business was 50°, 


ahead of the same period in 1933. 


Through consistent advertising in 


Extension thousands of dollars 


have been spent for lron Fireman Automatic Coal Burners in 


Catholic institutions and Cathol 


ic homes. So successful has 


this advertising been that not once in 44 issues has Iron Fireman 


been out of Extension. 


E. C. Sammons, Vice President of Iron Fireman, writes: “You 


certainly are delivering your promises in wonderful style.” 


Catholic institutions and Catholic homes are spending MIL- 


LIONS OF DOLLARS this year 


for new buildings as well as 


for modernizing and re-equipping old buildings. Here is a tre- 
mendous market for manufacturers of materials, heating units, 


and furnishings. 
dising Service that will make this 


Learn about the special Extension Merchan- 


a profitable market for you. 


anazine 


The National Catholic Monthly 


360 N. MICHIGAN AVE., CHICAGO 


H. 


J. Blakely, Advertising Manager 


“Photoplay” Editor | 
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TAMPER-PROOF GLASS BOTTLES FOR OIL 


General Petroleum Corporation officials compare and examine the 

new Mobiloil Filpruf equipment in the shadow of the 42,000-point 

vault door of the Bank of California, Los Angeles. Left to right are 

H. W. Taylor, manager of lubrication sales; M. D. Lehm, assistant 
general sales manager; and May Bettridge. 


LOCK & BOTTLE 
GADGET DEFEATS © 
OIL BOOTLEGGER 


Los Angeles, Cal., Nov. 28.—Some- 
thing new in gadgets to defeat the 
oil bootlegger is being introduced on 
the Pacific coast by the General 
Petroleum Corporation, marketer of 
Mobiloil and Mobilgas. The new de- 
vice combines the principles of the 
multiple lock used on bank vaults 
with the non-refillable bottle. 

By means of a device or combina- 
tion of devices, which is known as 
the Filpruf System, Mobiloil is kept 
under lock and key from the time it 
is produced in the refinery until it is 
poured into the consumer's crank 
case. The system is designed to give 
lubricant users the utmost protection 
against substitution of inferior oils. 

The oil is shipped from the refin- 
ery to retailer in containers equipped 
with tamper-proof combination locks. 
The only way the retailer can draw 
the oil from the container is by 
means of a special Mobiloil quart bot- 
tle provided with a patent lock spout 
hermetically sealed to the bottle. The 
spout fits into the lock on the pump 
of the container, acting as a key. 

Claims Advantage Over Cans 

There is no other way in which 
the bottle can be filled without break- 
ing, and there is no way in which the 
container can be tampered _ with, 
since the only man who knows the 
lock combinations is a special super- 
visor in the refinery. The combina- 
tions may be changed as often as 
desired by the supervisor. 

The system removes three princi- 
pal fears of the motorist—substitu- 
tion, wrong grades and short meas: 
ure, according to H. W. Taylor, man- 
ager of lubrication sales for General’s 
entire territory. “The latter danger,” 
says Mr. Taylor “is overcome by the 
fact that the motorist can see the 
bottle filled and can also see it com- 


pletely emptied into his car. With 
cans, this cannot be done.” 
Offers Mix-Set 
The Calvert-Maryland Distilling 


Company, Ine., New York, is market- 
ing the Calvert Mix-Set, a gift pack- 
age containing a quart bottle of Cal- 
vert Rye, a jigger, and a barmaid, 
which is a combination spoon, mud- 
dler, bottle opener and corkscrew. 


School Income Up 


The private boarding schools of 
the United States should show an 
increase in income of about $6,000,- 
000 for the year, according to an 
estimate recently completed by N. 


Testimonials 
From Policemen, 


Wheaties’ Plan 


Chicago, Nov. 30.— Testimonials 
from policemen and detectives will 
provide the backbone for a new cam- 
paign for Wheaties, product of Gen- 
eral Mills, Inc., if plans of Blackett, 
Sample-Hummert, Inec., Chicago 
agency, materialize. 

The agency has asked 
representatives to assist in getting 
policemen and detectives to testify 
that they developed both in mind and 
body because of their predilection for 
Wheaties. 

The campaign will not necessarily 
break in the near future, the 
agency is asking publishers to get 
18-month options on the statements 
of the defenders of the peace. The 
remuneration consists entirely of the 
publicity, no cash being involved. 

The proposed campaign is designed 
to appeal to juveniles and through 
them to the home purchasing agent 
It is based on the assumption that 
policemen and their more astute 
brethren, city detectives, are the 
heroes of almost every boy. 


newspapel 


as 


Allen Goes East 


George W. Allen, who has been in 
the radio production department of 
J. Walter Thompson Company, Chi- 
cago, will join Benton & Bowles, New 
York, Dee. 1. 


J Mead. 


CONVENTION 
EXHIBITS 


Hie S P OT 
WINDOW DISPLAYS 


1160 CHATHAM CT. 
DIVERSEY 0/120 
Cc H!tCA GO 

- aaiieaanmeutit 


PHOTO STATS 


(Vanderbilt 3-3680 
)For All Branches 


Cleveland: Main 9335 


(State 6013-4 
)State 5980-1 


New York 


Chicago 


W. Ayer & Son, Philadelphia. 
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' Panis MOUTE AWERY LAC 


| | AM HAPPY TO ANNOUNCE 
THE APPOINTMENT OF 


RAY LONG 


PHOTOPLAY 
MAGAZINE 


Att Shak 


PUBLISHER 


Bs 


7 me > a ie Ole wy __ .. ae ae Oe a ee tae Ae a " ie SD ae sy. ? Gee ne ee ee ," oe TE ee ae A eee a ce Oh ee ea eg ee ee a [pemet ON aoe as , ie A etee | ‘a: PN ns OR sR i Nag abe ater 4 
pate <. % z 7 a8 Br a es i vale ti. x : pease : ea mee Pre = ypreersiey ™ La Rage ES aD eee ee 96 Fe, Se Os ery a are es a iets a eee tsa SEE Ah a ee 
< i . 4 er: ~4 NE che A ere Pea. ai et EE One “s = : Pe BN See eee POW ice ge casas Rote oe Sy na ais 
ap RPS A Mises eS De Set py. i ey ce ae ae ais ro em art ae Sa a i Nari a ie ai PONS Ie Cae 5 ; wet, ER ghee apa gio ae Se i tia 
. : - : Y 4 * tn Seale BR 
y eee oes 
+g Ga $5) 
Peas pst 
Jinan ee Seen 
rane f 
‘ a 25 ‘ is, 
let Hers ee 
ee TD Uy: 
ih a bee, 
eek eta 
Mee 
Re ay 
“ie : 
‘ or ae 
Re: 
Swi pee 
= as << 
. hs ae r 
ee ee 
' 
Tt j 
” . wae rs Leth cats re < ‘ 4 | ae 
fj oo , . ye Wi , ‘ at 
— ea | ee 
7 oo. Aaa. wl : | 7, eS 
* ae un + . ” | } % aoe . 
i aa eebe daa : ‘ } Pee a , 
Phere S Nea +) | 
ee en \ ve 
oe a ey a | ‘ a: 
f ar peer” ‘ , | me. 
f & ¢ i % Las ¥rawk r aii. wf | ies : iy 
une — ee | oe 
és ay Mie Nie god fs %, ‘ a a 
“ “oe we ~ r ’ ; a | = Popne 
f. oe eee | : ae fh, ‘A re Ay 
ap? gi . ty 9 ae : ! : . tee 7m 
By «sie oy ae 1 ’ eo ‘ , , oa : 
: eal sae \) Ree a ‘ "Se . ; pi aa 
gee al a> oe ee 
‘ L. 2a eal ee Sy * ee. 
hs d ae : “ cage > . 
P oy gs ; ate) Thy ¥ IN ' a i ae = 
> , rah, J i % ae. ee: a 
(2... “2 =) 
‘ot paca age ms a et + aa ¥ ‘a Cine ae. 
) i ‘ ; . a ey me 
7 ae ae Br i 4 f i ice 3 
1 » ee ;)6 OY See ee 
4 —_— ee . a a. 
‘ a pate, 3 SL ee . ile 
q \ 3 WY , 4 7 th i eagle aha 
ae : 4 . WY : Y ied — 
> * a ON oe . 
Sa a é, Pe foie ae 
bi ae oa , ~  —e ‘ = Re ye wie 
hg 4 Rie ‘ Aig aaa 
Ss ie a ee o rt ties Mi 
, . “ ao "i Raed ae: 
% e ee 
ae yr Ft , Pe ie oe ee 
. 2 ges ef oa ‘eae 
ae i Re , 7 eae oe 
‘ a > is et . 
s al 
ee i ne «oe f 4 
, ; 3 “ae ‘ae 
ek vie 
1 aM “" ea : ‘ 
ed Bs : me 
Dn 
- uA 
s Ps 
1 rr", a p 
a ¥ 
= - aah, i 
pan ae 
I oa 
g ee 
y : 3 
: ca 
’ ip os 
| Ba as 
eg ER 
ae ans 
cei) 4 <= 
Tose je 
Ri BS 2 
on a ae 
an 
— ii. 
t de i 
a cs, 
a 
| eee 
h i aa aaa 
~S eS wa 4 
t Bees 2° 
€ as 
—— 
$e odin 
cee ry ee cae J 
se 4. 
. : ey 
n : o 
f 
je 
\ J — 
- 2 
7 = 
r oe 5) . 
ie 
See 
ie 
eae 
ee Pet, 
i ae 
a ae 
s— a yy 
» 
2 
a 
‘ 2 
: ; 
a 
2 
: : = 
‘ 
| ‘ 
or 
Be 
i 
* i" 
~ a pe > ¥ 
aug tS om a 
“id Bat Popes e'- < 
breath cms any 
Aion iat mee 
See oe 
prey oe oe 
Ree Skah eR eh GN sc age ga Te eer iat Ae a tae he RN he he a get cota hy 5 E ‘i : rit i rs Mee SS oat Q ae ee 4" . ‘ is a h Fs ibe : ; : : ie \ ee Se Np My 
5 Se Seale Pa ET a ae ee eee Eee ag! a ek APO AR Dade etc sulle aM Sie eae Read Mager We iy © Sia Aah) See ace Lae ee SG Ne hs det i A ee i ce Sl, GN Mn gles ae 8 Ya al Soe oe SE 5 SEES RE er ci ek le Oe 2 ei hr a oe ML ed 
ae St ENA RMMM Doer tt hah an Ves hg da oe ty ne amet OSs VG tel a PRES Bn oS gy 0 Baty oe a a WOR eS ke <9 Peni ea tri P Laat pais Wr Oe il ectieen MEME I eae ok” ime nd mba a cere 7. fo ho eae 2 SS Me 2 SS io! Re a Sa aa pe a SP te Ss is ae 
fy ear ngs Pee ee fe, » fe ee pit CRBS a oe some eye CEOS ie yen eee F A pee a aa Me EN Pie ee Ent Ba Ny eh a as eh Berri zpeae AG Ne ed gy ti enue aoe eae ME i Pith Nie 6 PMI emer SSN cS Ajo: The OS pe a oer oa pail Pann Sci See 
5 Se eghete Ot gee ee DS once oa te ORES ee lene eas : Lee fossa Ler} ae ity ait peak Nee fee ee eo RO pe ee oe 5 Star yO Ore APA Rey S Foch g 1 fe ty i ad ae REMI | Cos atk Goa be  Getoowen = aaa Se SA es de eine rs hee re etek ese th La (Sel eae Pee eoM 


ee 


26 


December 1, 1934 


Odell Joins “Grit” 

M. G. Odell, for 13 years in the ad- 
vertising department of Capper Pub- 
lications, has been appointed to the 
national advertising department of 
Grit Publishing Company, Williams- 
port, Pa. 


RAPID’S CELEB. 


(As Ernest 


SERIES! 
Hemingway 


might pen us an ad. No libel in- 
tended, Ern.) 


That night cold rain fell 
slanting. It was fine to be 
young. Young and an ad 
man. Young and able to get 
Rapid Copy photostats, so 
quick, and clear. It = was 
raining harder, now. 


PHOTOSTATS 


KAPID COPY SERVICE 


{ Vanderbilt 3-3680 
New York | For all branches 


Cleveland: 


Main 9335 


{ State 6013-4 
Chicago } State 5980-1 


VIEWS ON GRADES 


(Continued from Page 1, Col. 3) 
tive with each other,” he continued 


could spend all of my time in Wash 
ington listening to men who sin 
cerely urge the use of the law t« 


that farm grown commodity. 
engaged in one of these 


stomach is only moderately elastic.’ 

Recognizing “another 
angle’ in cases where 
agreements and licenses for advertis 
ing assessments are present 


he said: 

“The idea naturally is 
to the producers and the 
concerned. Under the 
that 


vegetable, 


law we 


|these assessments. 


DAVIS OUTLINES 
AND ADVERTISING 


“All are more or less competitive. I 
suppose if I were willing to do so, I 


) 


raise funds for advertising that urges 
the world to ‘eat more’ of this or of 
If we 
campaigns 
we could hardly refuse to engage in 
another, and the end point would be 
absurdity—for after all, the human 


> 


interesting 
marketing 


to pro- 
mote the consumption of a fruit or 


appealing 
industry 
feel 
we have to account for the use 
;made of all the funds derived from 
The question is, 


should the government go into the 
field of supervising advertising cam- 
paigns? If we were to embark on 
this course we would be assuming at 
least the potential power to pass 
upon advertising mediums. On occa- 
sions when this question has been 
presented to us, we have indicated 
ways in which the program under 
consideration can actually operate to 
facilitate cooperative advertising. 
Discusses Quality Grading 

“TIT am told that the food industry 
generally favors the establishing of 
food standards under the _ federal 
Food and Drugs Act and not under 


the Agricultural Adjustment Act, 

and the question has been raised, 
how do we feel about it.” 
Administrator Davis noted that 


under the law “there are numerous 
instances in which provisions for 
grading and inspection have been in- 
cluded in marketing agreements and 
licenses, and in a few codes approved 
by the AAA. In every instance, how- 
ever, this has been approved by a 
large majority of the particular in- 
dustries affected and has been in ac- 
cordance with official standards, or 
accepted state or trade standards. 
Obviously in some cases where 
fixed prices or systems of price re- 
porting have been included, it has 
been especially necessary to provide 
for uniform grading or inspection. 
In the case of many of the fruit and 


z 


Courier. 


Beach, 


WATERLOO, IOWA 
Population 
(1930 Census) 


trict, which has 
DROUTH. 


had 


Sacramento, 


Trade Area—The rich 
Northeast Iowa dairy dis- 


NO 


x No daily newspaper in the 
United States published in a city 
of 50,000 to 75,000 has as large 
a circulation in its retail trading 
area (outside the city of publica- 
tion) as the Waterloo Daily 
Courier. 


In fact, there are many metro- 
politan cities that cannot boast 
of a newspaper equalling the 
trade territory circulation of the 


Among these cities are: New 
Orleans, Minneapolis, Brooklyn, 
Omaha, Duluth, Louisville, St. 
Paul, Albany, Baltimore, Long 
St. Louis, 
Birmingham and Denver. 


% Authority—Standard Rate and Data Service Analysis 


ere 11,009 
Retail trading zone. .18.577 
ee OD bbeserigs cs 754 

Se rae 30,340 
PRMD a scccticenessdkeeeee 


DAILY COURIER 


Representatives-—Story, Brooks & Finley 


vegetable agreements, this sraibion | 


was already customary.” 

It was admitted that possibly in 
some instances, “small minorities” 
might now be required to recognize 
official standards, but it is stated that 
the AAA had received no serious ob- 
jections. 

It is the view of the AAA chief 
that “in the general field of stand- 
ards and grades, specific action by 
Congress seems to be the best pro- 
cedure to follow, and we have no am- 
bition to have their administration 
lodged in the AAA.” 


Insulite’s Eastern 


Offices to Chicago 


The Insulite Company, Minne- 
apolis, has moved its sales headquar- 
ters for all territory east of the 
Rockies to Chicago. M. G. Jensen, 
formerly eastern district manager, 
has been named sales manager in 
charge of all activities in that area. 

Joe Sanders, Jr., formerly man- 
ager of advertising and sales promo- 
tion, will take over that position in 
Chicago. 

E. W. Morrill, formerly sales man- 
ager, will remain in Minneapolis as 
assistant vice-president. H. H. Stro- 
busch, who has been assistant man- 
ager of advertising and sales promo- 
tion, has been named advertising 
agent. 


Joins ABS Nights 

Station WMEX, recently started 
in Boston by William and Alfred 
Pote, has joined the American Broad- 
casting System in the Greater Boston 
Area, picking up programs after 6 
p. m. when WHDH, the daytime ABS 
outlet in Boston, signs off. 


Thompson to Ritchie 


Joseph G. Thompson, for the past 


two and a half years advertising di- 
rector of the Rice Hotel, Houston, | 
Tex., has joined David G. Ritchie, | 
Advertising, Houston agency, as ac- | 
count executive. 


Religious Papers Merge 

The Homiletic Review, published 
by the Funk and Wagnalls Company, 
has been acquired by the F. M. Bar- 
tou Company. Cleveland publisher, 
to be merged with its own publica- 
tion, the Expositor. The new title 
will be the Ewpositor and the Homi- 
letic Review. 


Classified 
Advertising 


The rate for this department is 4 
cents a line (not agate line); min; 
mum, $2. 


SALESMEN WANTED 


Men, or women, with successfy] 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep. 
resentation in Boston, Cincinnati, 
Baltimore and Pittsburgh. Give ref. 
erences in application. Address Box 
582, ADVERTISING AGE, Chicago. 


t 


POSITIONS WANTED 
Assistant to advertising or sales 
manager. Experienced in direct mai] 
copy writing, sales correspondence. 
routing of salesmen, stenography and 
bookkeeping. Box 526, ADVERTISIy¢ 
AGE, Chicago. 


Gets “Mule Kick’ 


The J. A. Sexauer Mfg. Company, 
New York, maker of more than 1,177 
plumbing products including ‘Mule 
Kick” cleaners, has appointed 
Churchill-Hall, Ine., to handle its aq. 
vertising. W. Kent is advertising 
manager of the company. 


Stylset to Jones 

Wylie B. Jones Advertising Agency 
has been appointed to handle the ad- 
vertising of Garry & Co., New York 
manufacturers of Stylset, hair dress- 
ing lotion. A Sunday afternoon radio 
program over Station WOR will fea- 
ture the promotion of the products. 


Has Lee Account 


Arthur Lee Management, newl 
formed hotel operating company 
New York, has appointed Craven & 
Hedrick to handle advertising of its 
hotels. 


Anchor Packing Appoints 


syren-Weil-Weston, Inec., Philadel- 
phia agency, has been appointed to 
place advertising of the Anchor 


Packing Company of that city. 


34 MI 


dollars tied up in a closed 
released. 
spending. 


gine the rest. 


paign. 
News covers it. 


New York 
I. A. KLEIN, Inc 


DOLLARS 


For Christmas! 


Santa Claus ceases to be a mythical figure for nearly 
700,000 Detroiters this Christmas. 


It's just like found money. That means real 


Detroit would have had a good Christmas anyway be- 
cause Detroit's industries are on the way up, but when 
84 millions are added to what you have—you can ima- 
It will be worth your while to be in 
Detroit in December with a healthy advertising cam- 


The better the district in Detroit, the better Th 
Put your advertising in The News 
to reach the financially able homes. 


The Detroit News 


THE HOME NEWSPAPER 


LLION 


Eighty-four million 
bank are just about to be 


Chicago 
Jj. E. LUTZ 
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OF eee: 


HAT can 


Scribner's do for an advertiser? 


a quality magazine such as 
That is a fair 
The advertiser has a right to ask it and 
should ask it. 


question. 
Particularly should he ask it if he is 
the manufacturer of a product which requires wide 
distribution. What, in a case of that sort, can 
Scribner's with a small but quality circulation do 
for such an advertiser? 

Let us answer it in one detail by telling a story: 
A Scribner's reader of our acquaintance is a steady 
purchaser of Squibb's Milk of Magnesia. Lately 
he sent his daughter to the drug store and she 
returned not with Squibb's Magnesia but with a 
brand manufactured for the chain of which this 
He sent his daughter back 


to demand Squibb's or nothing. She got Squibb's. 


store was a member. 


Another Scribner's reader uses Chase and San- 
She finds it difficult to get it in the 


chain store at which she buys. 


born's coffee. 
When she sends 
her cook, she gets a coffee which is roasted by 
the chain. When she sends her daughter, the 
young lady, not wishing to create a delay in the 
crowded store, also accepts the chain coffee. Our 
acquaintance insists, however, on Chase and San- 


born's coffee to the point of withdrawing her trade 


unless she gets it. 


Reinholt Palenske, art director for 
Ruthrauff & Ryan, Chicago, noted 
for both skill and versatility, per- 
petuates the rugged individualism 
of a wire haired terrier owned by 
Frank Lewis, of Underwood & 
Underwood, in this etching. 


Cantor Leaves 
Chase & Sanborn 
To Push Pebeco 


New York, Nov. 29.—With the in- 
auguration of the Chase and Sanborn 
Opera Guild series on the NBC- 
WEAF network Dec. 2, Eddie Cantor 
leaves Chase and Sanborn to appear 
with Rubinoff in behalf of Pebeco 
toothpaste over the WABC-Columbia 
network on Jan. 3. 

The Lehn and Fink Products Com- 
pany will sponsor both the Eddie 
Cantor program and “The Hall of 
Fame.” The latter will become a 
weekly CBS attraction starting Sun- 
day, Jan. 6, from & to 8:30 p. m., EST. 
Eddie Cantor will start his series 
on Feb. 3 at that same time, when 
“The Hall of Fame” will move to 
the 8:30 to 9 period. The company 
is presenting “The Hall of Fame” in 
the interests of Lysol and Hind’'s 
Honey and Almond Cream. 

The famous Verdi opera ‘“Rigo- 
letto” will start off the Chase and 
Sanborn opera-in-English series. The 
operas to be presented will be given 
in a full hour program on Sundays 
at 8 p. m., EST. 

Deems Taylor, composer, critic and 
commentator, will supervise the pro- 
duction of the programs and act as 
narrator, and Wilfred Pelletier, Met- 
ropolitan opera conductor, will di- 
rect an orchestra of symphonic pro- 
portions. 

Much of the confusing recitative 
common to grand opera will be re- 
placed by dialogue, according to Mr. 
Taylor. Among the works to be 
heard are “Pagliacci,” ‘‘Hansel and 
Gretel,” “Aida,” “Tales of Hoffman,” 
and “Madama Butterfly.” 


adeionll & Sndemeed 
Make Personnel Changes 


Paul Youngman has been placed in 
charge of the Detroit studios of Un- 
derwood & Underwood succeeding 
Leonard Thompson, who has been 
transferred to the New York offices. 
Mr. Youngman has been covering the 
New England territory, with head- 
quarters at Boston. 

John Taylor is now covering the 
New England territory, with head- 
quarters in the Chamber of Com- 
merce Bldg., Boston. He was _ pre- 
viously in the Connecticut, Cincin- 
nati and Cleveland districts, as Un- 
derwood representative. 


Bernstein’s New Work 

Cyrus Bernstein, who has resigned 
as associate editor in charge of pro- 
duction of Towse Publishing Com- 
pany, Inc., New York publisher of 
Furniture World and Upholstery & 
Decorative News, has joined Rosen- 
thal & Smythe. Ine., publisher of 
Lamp Buyers Journal and Intimate 
Apparel, in a similar capacity. 


. 
Hercules Appoints 
Donahue & Coe, Inc., New York, 
has been appointed by the Hercules 
Powder Company, Wilmington, Del., 
maker of explosives and chemical 
products, to handle its advertising 
and also the advertising of its sub- 
sidiary, the Paper Maker’s Chemical 


Corporation, Kalamazoo, Mich. 


What does that mean for the manufacturer who 
has spent millions in establishing a brand? The 
influence of chain merchandising is growing amaz- 
ingly. It is a problem which the manufacturer must 
face and cope with. With outlets already at its 
command, the chain can promote its own manu- 
factured merchandise to the detriment of the na- 
tionally advertised brands. The chain, dealing as 
it does with the mass mind which is also approached 
by the national advertiser, has an immeasurable 
advantage. It is not a fair battle; the national 


brand cannot hope to win unless it can attract the 


support of those who will demand it despite all 


pressure to the contrary. This support has not 


It will 


come and will not come from the masses. 
come only from the thinking public represented by 
the quality homes served by such a magazine as 
Scribner's. 

We say this in no vainglorious manner. It is not 
that intrinsically the Scribner's audience is different 
from the mass audience. It is not a question of 
one group being educated and the other group 
only partially educated. These are snobbish con- 
tentions and not necessarily sound ones from a 
sales viewpoint. What is sound from a sales view- 
point is that while both groups have more or less 


identical emotions and enthusiasms, the emotions 


and enthusiasms of the Scribner's audience are 


governed by intellect. That is the distinction and 


it is a distinction worth money to those who capi- 
talize on it. 

The multitude can be swayed by an advertising 
message and it can also be talked out of that mes- 
sage with the greatest ease. It is not a thinking 
mass. When the Scribner's audience is won by 
advertising, it is capable of utilizing that adver- 
tising. If it believes, it acts on that belief. It 
cannot be swayed in the first place by specious 
argument or false values. When it is won over, 
it becomes the shock battalion for the advertiser. 
As the quality audience thinks, the country will 
soon begin to think. Convince the opinion-makers, 


and you have convinced all. 


CHARLES SCRIBNER'S SONS 


Publishers of Scribner's Magazine. 
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MUCH DATA ON 


December 1, 1934 


—— 


ADVERTISING AGE 


figure on billings of a quarter million 
and over. This agency, one of the | 
biggest, has since proceeded cau- | 


fer to preserve the mildly speculative 
features of agency practice in the 
belief that they will derive a greater 


AGENCY COSTS 
IS AVAILABLE 


Col. 2) 
higher remuneration than the stand- 
ard commission. 

The experiences of the agencies 
questioned indicates there is a good 
deal of evidence on which to base 
Mr. Benson's views. It appears, for 
one thing, that most advertisers pre- 


(Continued from Page 1, 


sum total of service than they pay 
for, as well as enjoy the economy of 
the cooperative service. 


One Agency’s Experience 


That the foregoing reasoning is 
logical was proved by one agency’s 
experience with cost accounting un- 
dertaken primarily with the object 
of putting small accounts on a net, 
or near-net, basis. It was discovered 
that the biggest loss was caused by 
servicing “profitable” accounts the 
first year, when the expense of mar- 
ket studies, medium investigations, 
merchandising staff adjustments and 
other factors would result in a red 


“INDUSTRIAL EQUIPMENT NEWS =: 


a Whats New r, ¥ 
Tenth consecutive Cauirmcnt” PARTS” males $69 to an 1s 
and largest gain ™ “hea i sahil wales alk 21 << Bd st - oxi 
to date in Decem- | News. 1,5) ve te oe niente tising to 30,000 
ber. rein. Aes plant men. 


PERMIT US THIS ONE “SHORT TOOT” 


ON OUR OWN HORN! 


general manufacturin 


We conifess the margin, 
field, is narrow, does 
fied advertising which I 
since LEN has reached 


value per advertising doll 


With its November issue IEN went into 
first place in its field on a basis of the num- 
ber of companies using it to advertise to the 


not count hotel or classi- 


eleventh issue, we believe this relative standing is 
significant and indicative of recognized traceable 


g market. 
over other papers in the 
EN does not solicit, but 


first place with only its 


ar spent. 


. OMAS' 
In the Purchasing Sr TH IeTER 
Departments of a oICAN 
large majority of Recister «An HCTURERS 
upper rated manu- — — THE BUYERS MASTER KEY 
facturing and mer- TO ALL 
° nG CO 
cantile concerns, all HONS PUBL AMERICAN SOURCES OF SUPPLY 
lines, everywhere. _————"}_ ABC Authenticated Circulation 
ae aa The Only Paid Circulation in 


Its Field 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 


152 A 


Agency men (and 
tives, publishers, 


‘~~. large pleasant ro 


GENCIES 


women), publishers’ representa- 
printers, engravers and typog- 


raphers are finding that the Hotel Winthrop has 


oms, an atmosphere of peace, 


and a staff that really enjoys making guests happy. 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A ROGER 


SMITH HOTE L 


tiously in soliciting new business. 

The study conducted by the in- 
surance company’s bureau stated 
that, though the development of a de- 
tailed system for securing the costs 
of handling individual accounts had 
been limited among advertising 
agencies, the problem is fairly sim- 
ple from a strict accounting stand- 
point. 

“Since the operations of an adver- 
tising agency are largely a matter of 
personal service, the principal item 
of expense involved is that of sala- 
ries,” the report said. ‘There is also 
little difficulty presented in the col- 
lection of costs represented by di- 
rect charges for the so-called me- 
chanical phases. 

“The real problem arises in the 
proper allocation of the salaries and 
expenses of the agency staff and the 
distribution of the so-called general 
overhead on an equitable basis. The 
problem has_ been _ satisfactorily 
solved in several agencies with the 
result that valuable information is 
available.” 


Little Interest Shown 


The investigators found that satis- 
factory systems had been abandoned 
in some instances, the principal rea- 
sons given being lack of interest on 
the part of executive officers, resist- 
ance of executives serving more than 
one client to show allocation of time 
on each account, difficulty of determ- 
ining basis for the allocation of gen- 
eral expense, and the doubt in the 
minds of principals as to the value of 
cost analyses. 

The study stressed the importance 
of variables in interpreting agency 
cost figures. 

“One account may not be as profit- 
able as another, measured by profits 
on direct costs,’ the study pointed 
out, “yet it may be possible for the 
agency to continue to handle that 
account as a means of absorbing a 
certain proportion of the fixed over- 
head. If the account were dropped, 
that portion of this overhead expense 
that it had ordinarly absorbed would 
still remain and would have to be 
spread over the remaining active 
accounts.” 

The system which appeared to 
be most practical involved the keep- 
ing of time sheets by every member 
of the organization from president 
to office boy. The day was divided 
into quarter-hour periods and the 
time entries were made under, “Di- 
rect Time,’ time chargeable to an 
individual client; “General Time,” 
time chargeable to most or all ac- 
counts, and “Company Time.” Over- 
head was pro-rated according to sal- 
ary. 

The study revealed wide difference 
of opinion as to whether small ac- 
counts should be placed on a net 
basis and as to the amount of billing 
required to insure net costs on the 
standard commission basis. One 
agency set the minimum billing at 
$283,000; another said it must bill a 
minimum of $50,000, or charge extra 
for service. 


Chicago Admen 
Form New Club 


A new organization of Chicago ad- 
vertising managers, to be known as 
the Chicago Advertising Managers 
Club, has been organized as a unit 
of the Chicago Federated Advertis- 
ing Club, which takes in all groups 
of advertising people. 

Elon G. Borton of LaSalle Exten- 
sion University has been named tem- 
porary chairman of the new adver- 
tising managers’ group. Other of- 
ficers are Chester L. Price, City Na- 
tional Bank and Trust Company, and 
Edward A. Grossfeld, Alfred Decker 
& Cohn, vice-presidents, and H. D. 
Payne, Chicago Molded Products 
Company, treasurer. Mrs. Dorothea 
Anderson, secretary of the Chicago 
Federated Advertising Club, will 
also act as secretary of the new 
group. 


Attacks Home Market 


The Leisy Brewing Company, 
Cleveland, is using local newspapers 
to introduce its 1%%-barrel growler, 
designed to increase home consump- 
tion of draught beer. 


For Sake of Art 


The annual stag of the Art Di- 
rectors’ Club of Chicago will be held 
at Lake Shore Athletic Club Dec. 28. 


Getting Personal 


A couple of ex-advertising managers, now working the other side 
of the street as agency executives, were observed putting their heads 
together at the A.N.A. convention. They were Paul Ryan, ex-She!) 
Petroleum, now with Donahue & Coe, and Phil Kelly, ex-Goodrich, 
now with Meldrum & Fewsmith. They seemed quite cheerful. 


Another former A.N.A. bigwig who is just as popular with the 
boys as when he was head of the association attended the Atlantic 
City convention—Guy C. Smith, ex-Libby, McNeill & Libby, now with 
BBDO. 

Hughlett Hollyday, Jr., advertising manager of the Dayton News, 
Gov. Jimmy Cox’s newspaper, is all excited over the radio station 
which the News is bringing to the Miami Valley from Erie, Pa. It wil! 
be 1,000 watts and will be ready for advertisers early in the new 
year. 

E. T. Gundlach, famous as agency man and author of advertising 
best sellers, is working hard at present in behalf of the Off the Street 
Club, the pet charity of Chicago admen. Hal Hughes believes 
now that he was born under a lucky star. On his thirty-third birth 
day he was promoted to national advertising manager of the Sun 
Francisco Chronicle. 

Samuel Carter III, who recently left the Ivy Lee publicity firm, 
is promotion manager of the bureau of advertising of the A.N.P.A. 
A Princeton man, he authored two hits of the famous Triangle 
Club. 


“Low Pressure Selling,” James A. Worsham’s practical sales help, 
has sold 30,000 copies, according to no less an authority than 
David V. Felts, columnist of the State Journal, Springfield, Ill., Mr. 
Worsham’s home town. 


You'll be glad to know that Walter Drey is again in the advertis- 
ing field as a. m. of Scientific American. Walter did a fine job on 
Forbes Magazine, and then gave his attention to selling typewriters 
and publishing books for a spell. 


George H. Corey, Cleveland’s industrial advertising expert, is 
taking time out to help boost a new pipe tobacco developed by a 
friend. If you’re interested in that sort of thing, drop George a 
line. 


Bill Cooley, of Underwood & Underwood, Chicago, is expected 
to be up and around again soon, following arrival of a baby girl, who 
has been given the euphonious monicker of Lynn Carroll. 


Scott Runge, art director for N. W. Ayer & Son, Chicago, has 
been smitten so badly by the indoor baseball fever that he threatens 
to organize a team in his home village of Glen Ellyn to challenge all 
comers. John Jennings, who does the art directing at the Chi- 
cago branch of Erwin, Wasey & Co., discovered there was a Santa 
Claus when he had a birthday and found a new shotgun on the 
breakfast table. 


Lest you forget, that brilliant A.N.A. program at Atlantic City 
last week was arranged by none other than Robert J. Flood, Gulf Re- 
fining Company, Pittsburgh. 

Hint to Chicago newspaper representatives: A sympathetic lis- 
tener will be found at C. Wendel Muench & Co. in the person of 
Hal Blakeslee, former western manager for the Bureau of Advertising, 
A.N.P.A. 


A. M. Sullivan, Muller c. c. and the poet who conducts the four- 
year-old program, “Living Poets,” now on ABS Monday evenings, 
blithely announced a broadcast next week to celebrate the 2,000th 
anniversary of the birth of Horace, another w. k. poet. However, 
after checking the birth certificate and midwife’s statement, he dis- 
covered he was a year ahead of time, so he will honor Horace’s 1,999th 
birthday and save himself a quarrel with the historians. . . 


Everett Englert, McC-E outdoor advertising expert, defeated the 
agency’s all-around athlete, Bob McKay, in the tennis finals last 
Saturday. Bob is looking forward to the bowling and golfing seasons 
when, thinks he, he will straighten the laurels on his brow. 


Bonnie Robinson, ’33 Barnard graduate and member of the Danc- 
ing Masters of America, is instructing Alan Bolte (K&E) in the art 
of Terpsichore and receiving some pointers on bridge in exchange. 
Some time in the spring they will become dancing and bridge part- 
ners for life. . . 


Vic Grohmann’s family has increased to three. The new mem- 
ber is Gwendolyn. . . Barron Collier is serving as one of the judges 
of the music contest for boys staged weekly by WNYC... 


Ivor Kenway, a. m. of Devoe & Raynolds Company, wrote “Glass 
Houses,” a play outlining the possibilities of the FHA which was pro- 
duced at the recent convention of the Paint, Oil and Lacquer Asso- 
ciation. Deane Colton, a. m. of Valentine & Co., played the lead. 
Both boys returned from Washington a trifle groggy from the work, 
to report happily that no vegetables were thrown... 


Tom Everett, one of the Getchell radio idea men, recently got 
to work in his own interests after hours and sold a swell idea to a 
charming girl in Jersey. Now they are housekeeping at 39 Park... 


The original Jules Martell with anti-depression ideas is the Jules 
Martell of the Muller agency and nothing else but an advertising man. 
A national magazine has become interested in his plans for making 
prosperity and will soon feature an article from his pen... 


The engagement of Winifred Warren Wood, of Claremont, N. H., 
to John Appleton Clark, of the art staff of Conde Nast publications 
has been announced... 


Louise Michel (B&B) plumes herself on two successes while in 
Louisville recently, one being the Best Foods’ Nucoa society luncheon 
and show and the other the playing of Lulu Lite and Whang Doodle 
on the nose... 


- ge ra 


BANKS 


INVESTMENT BANKERS AND 
OFFICE APPLIANCE DEALERS 


ARE MAKING 


1935 Contracts 


with COAST BANKER 


San Francisco 
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Photograph by A. George Miller, Photography Inc, 
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(Advertisement) 


m™ =§=6BROADCAST REVIEW OF THE MONTH |PH 


THE BUTCHER, THE BAKER, 
THE CANDLESTICK MAKER 


It's a hard job to get twenty-six professors to agree about anything —yet 
their work for The Psychological Corporation did when it was completed. 
The resulting survey of dealers’ opinions as to the relative effectiveness 
of major advertising media has been painstakingly probed and prepared by 
NBC. The title: “The Butcher, The Baker, The Candlestick Maker.” It 


will be issued soon. 


9.7 PERCENT - 1:30 TO 2 P.M.+ 6.17 PERCENT 


9.7% of all housewives in radio homes are ironing clothes between 
10-10:30 A.M. 6.17% are dressing or completing their toilet be- 
tween 1:30-2 P.M. These and other facts about the daytime 
activities of women in radio homes will be made available soon. 


LITTLE GIANT 


Johnnie, the 23-year old Philip Morris call- 
boy heard on the Tuesday night NBC-WEAF 
coast-to-coast program, is 42 inches tall. His 
family are all six-footers but he takes a back 
seat to no one when it comes to salesmanship 
over the air. 


5.6 PERCENT 
5.6% of all housewives in radio homes are tend- 
ing children between 8:30-9A.M.; 5.3% between 
8-8:30 A.M., and 4.6% between 9-9:30 A.M. 


sete 


INTO THE “BIG 
FIVE” IN LESS 
THAN 3 YEARS 


New York, December 1.—The story 
of Philip Morris’ sensationally success. 
ful network radio campaign over NBC, 
like the “Call for Philip Morris,” is being 
listened to wherever advertising mat- 
ters are discussed. Starting from scratch 
less than three years ago, Philip Morris 
has attained fifth place in the “big 
league” of popular-priced cigarettes. 

When Johnnie, the P. M. call boy, 
“stepped” from dealers’ counters into 
smokers’ affections he literally started 
something. Since the price was reduced 
from 10 for 25¢ to 20 for 15¢ straight, 
network radio advertising has been 
used almost exclusively. Tobacco deal- 
ers smile when they see Johnnie’s grin- 
ning, cocky little face looking at them~ 
stock turnovers do handsprings. r 

Network radio advertising over NBC 
began on April 17, 1933, with a 15- 
minute campaign once a week over 16 
stations. More were added later and the 
program was placed on a twice-a-week 
basis. In September, the number of net- 
work outlets was 21, the program hav- 
ing returned to a single broadcast each 
week, one half hour in length. Four 
more NBC stations were added a month 
later. January, 1934, saw the total 
raised to 31, in August to 32, and by 
October to 57. Twenty-second spot an- 
nouncements are also employed in cer- 
tain cities. 


Unbroken Sales Gains 


Increasing sales of its principal ciga- 
rette have lifted the profits of Philip 
Morris & Company 50% for the half- 
year period. From January, 1933, to 
November, 1934, monthly sales _in- 
creases ranged from 10% to 25% over 
the immediately preceding months. By 
the month of May, 1934, for instance, 
the year’s sales exceeded those for the 
entire year 1933. 

These month-by-month increases 
probably establish a record for the ciga- 
rette industry. Reorders were bounding 
back before the series was scarcely 
under way. There has been no dip in 
volume following the intensive intro- 
ductory work of the sales force. No 
tapering off is yet in sight! 


Reasons for Success 


The following are a few of the rea- 
sons why Philip Morris has been able 
to crash into the big league and stay 
there: the bringing to life of the fa- 
mous trademark and slogan via radio; 
a basically sound, quality product; the 
launching of the newly priced package 
at a psychologically perfect time in- 
sofar as the industry was concerned; 
the special P. M. formula which is gen- 
erally conceded to be a distinct im- 
provement in manufacture, and a sales 
organization which enjoys a broad ac- 
quaintanceship and lots of goodwill 
with the trade. 


STAIRCASE 


Up this staircase, leading to 
the mezzanine floor, have 
passed approximately 
460,000 Studio Tour 
guests during the first year 
that the NBC studios have 
been in operation at Radio 


City. 


11:30 TO NOON 


35.8% of all housewives in 


radio homes are preparing 
meals between 11:30 and 
Noon;33.1% between 8-8:30 
A.M., 23.9% between 4:30- 
5 P.M., and 22.8% between 
12 and 12:30 P.M. 


MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


Left to right — George Ansbro, one of the few New Yorkers on NBC's announcing staff, is only 21; Ellis Andrews, Wesleyan College graduate 
(languages and dramatics), joined NBC last June; Alwyn Bach, winner of the American Academy of Arts and Letters diction award in 1929; For 
Bond, outstanding sports announcer, began his radio career in Louisville before coming to NBC in 1930; William Bailey joined NBC last October. 
He is a Philadelphian, a University of Pennsylvania graduate who wanted to be a dramatic actor. 
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December 1, 1934 ADVERTISING AGE ; 


HEATER CORD SET GIVEN NEW PACKAGE 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


INEXPENSIVE MOTION DISPLAY DEVELOPED CHRISTMAS PACKAGE 


oe ail fe 7 a - 
Heath Studios, Detroit, designed 
this Christmas package for La Salle 
Wines and Champagne, Inc., which 


holds from two to six bottles. E.R. Package and counter display developed for Anaconda Wire & Cable 
Hawkins & Co. are the agency. Company by Frank Condon, New York designer. 


NEW PENN MARYLAND BLENDS APPEAR TRIO AT A. N. A. MEET 


For this holiday dealer display, National Carbon Company has devel- 
oped a new motion unit which will run four or five weeks on a single 
dry cell battery. The display mechanisms were made by Kay Dis- 
plays, Inc., and the lithography was done by Snyder & Black. Ten 
thousand units can be delivered complete for approximately $2 each. 


=. 
bn Menace 


? en 
) Maryland 
De Luxe 


BRAND 


H. M. Faust, Curtis Publishing 
Company, is in the foreground of 
this group photographed at the 
A. N. A. meeting last week. In 
the rear are G. D. Crain, Jr., 
"Advertising Age," and John R. 
Buckley, “Cosmopolitan.” They 
are shown on their way to the 


NEW LIQUEUR GIFT BASKET banquet room. 


National Distillers have announced these new Penn Maryland blends, 
which will make their debut during December. 


<< BAB-O DISPLAY 


PUTT LBALAR. 


This new five-pound tomato box, designed for Sun Ripe Tomato 
Company, Detroit, by Hinde & Dauch Paper Company, is printed in 


ith ; 
bright, vivid colors which enhance its display value. mG 


whith 
PU de 


ATT 


—= — : : he " bi obs pipe. 5 pies 
Lehn & Fink's new Pebeco tooth powder, running mate for the com- The Christmas gift basket idea has been applied to liqueurs by Store display stand developed for 
Pany’s tooth paste, is packed in an attractive container with thumb- Julius Marcus Laboratories, Inc., Jersey City, which is featuring this B. T. Babbitt, Inc., by Gair Car- 


action top. The product is the result of hundreds of consumer tests. basket containing five of its products as a gift suggestion. tons, Inc., New York. 
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Smart Money 


A short short story 


There are only a few “musts” in % 


every national advertiser’s mind | i 


at schedule-making time—maga- 


zines so important that it is un- bE 


thinkable to doa job without them. | Fi 


This year Esquire must be reck- 


oned with in that select company. & 
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PUBLISHERS LAY 
BROAD PLANS FOR 
IMPROVEMENT 


To Launch Huge Program of 
Editorial Activity 


Washington, D. C., Nov. 23.—The 
joint annual fall conference of the 
Associated Business Papers, Inc., 
and the National Conference of 
Business Paper Editors, held at the 
Hotel Mayflower yesterday and to- 
day, was easily the most important, 
both to publishers and advertisers, 
since pre-depression days. There 
were evidences that business pub- 
lishers have adopted a program and 
undertaken activities which will ben- 
efit their readers, their advertisers 
and themselves. 

Chief interest centered around the 
plans of the editorial steering com- 
mittee headed by John H. Van De- 
venter, editor of The Iron Age, who 
told of the idea for developing joint 
action on the part of business edi- 
tors in discussing and promoting 
sound economic ideas, especially as 
they affect governmental action and 
hence business. The objects sought 
were stated as follows: 

“To help individual members han- 
dle national questions most effec- 
tively; to build prestige for the busi- 
ness press by releasing stories to 
the public, making clear the point of 
view of member publications on na- 
tional questions; to bring influence 
to bear upon government, as neutral 
spokesman for the businesses mem- 
bers serve.” 


Agree on Many Subjects 


It was explained that while many 
subjects require individual treatment 
by business publications, there are 
many others upon which they are 
in substantial agreement. News- 
papers, it was stated, are hungry for 
the point of view of business edi- 
tors individually and collectively on 

(Continued on Page 12) 


New Industrial 
Advertising Group 
Formed at Boston 


Boston, Mass., Nov. 28.—The 
Technical Advertising Associa- 
tion has been formally organ- 
ized here with Roger A. Poor, 
lamp advertising manager, Hy- 
grade Sylvania Corporation, 
Salem, as acting president and 
James R. Duffy, of the same 
company, temporary secretary. 
Permanent officers and direc- 
tors will be elected at a meet- 
ing on Dec. 13. 

The association will take its 
membership not only from Bos- 
ton, but as far west in Massa- 
chusetts as Worcester, as well 
as the entire state of Rhode 
Island. 

The impetus for the forma- 
tion of this new organization, 
Which later will become a chap- 
ter of the National Industrial 
Advertisers Association, was 
£iven by Don Allshouse, North- 
'n Equipment Company, Erie, 
Pa., last year’s chairman of the 
N. I. A. A. membership com- 


mittee, 


——— 


TRANSMISSION COUNCIL'S CONVINCING COPY 


For example, consider the price of horsepower. 


Eb 
RECENT LIST PRICE sQU 
1200 R.P.M, 


IRREL CAGE 


INDUCTION MOTORS. 
$50 VOLTS 


Then consider how the use of small motors 
affects your total horsepower investment. 


1200 R.P.M. 


80-'% HP. MOTORS 
$2720,% 


Recent List Prices Squirrel Cage Induction Moto 


$50 VOLTS ‘ 
A Fo : >, 
yore MF of AO) 
IR onct 


ONE 40 HP, 
MOTOR 


$313.22 


Now see how much horsepower you actually 
need for a 20-horsepower job. 


INDIVIDUAL DRIVE_7% HP. per machine TOTAL 30 #?P. 


MODERN GROUP DRIVE load average ONE MOTOR 204° 


The economical advantages of modern group drive are forcefully 
presented in illustrations of this type which are featured prominently 
in industrial paper copy and advertising material being distributed 
by the Power Transmission Council in its broad campaign now well 


Human Interest 
Finds Advocate 


at Cincinnati 


Cincinnati, O., Nov. 30.—‘‘Be hard- 
boiled in your facts and figures, but 
not in your copy.” 

This was one of the interesting 
bits of advice handed to the No- 
vember meeting of the Cincinnati 
Association of Industrial Marketers 
by Curtis W. Van De Mark, well 
known agency man of this city. Mr. 
Van De Mark discussed “‘The Human 
Element in Advertising.” 

“Human interest is something that 
is intangible, hence powerful like 
electricity and other unseen forces,” 
said the speaker. “It is either sud- 
den and sensational or subtle and 
emotional. It must affect us right 
now. We must start taking our pros- 
pect some place, make the trip en- 
joyable and land him pleasantly. Hu- 
man interest can be injected into the 
profit angle, pride of ownership, or 
a combination of all individual and 
mass urges. 

“Good copy is built on a theme, a 
cause needing an effect. We must 
tie in with memory impresions. Ev- 
ery piece of copy must reach a final 


under way. 


\climax, step by step, and make it dif- 
| ficult for the prospect to refuse. 
| Leaving obvious things to the pros- 
| pect’s imagination causes him _ to 
‘think with you and your proposition. 
Where instructions are necessary, in- 
| corporate them in a sugar-coated pill, 
| but repeat them often.” 

Mr. Van De Mark urged consistent 
advertising by pointing to a few 
names which were known in every 
home a few years ago, but which 
draw only a questioning look when 
mentioned now. 

Industrial buyers, he argued, see 
enough good typography in general 
magazines to sense the difference 
when copy appealing to them is care- 
lessly garbed. Thus, industrial copy 
competes not only with other adver- 
tising in its immediate field, but with 
all advertising. Likewise, it finds a 
competitor in the editor of the pub- 
lication in which it appears and must 
fight to make a favorable showing. 

Mr. Van De Mark concluded his ad- 
dress with the assertion that too 
many writers of industrial advertis- 
ing are dominated by a loud minority 
of readers who are ultra-conserva- 
tive. 

“Don't be afraid to do something new 
if you are convinced it is sound,” was 
his final word of advice. “Don’t be 
kept in a rut by fear of criticism.” 


New York, Nov. 30.—How a declin- 
ing industry struggled to new virility 
through an intensive study of its cus- 
tomers’ problems was revealed this 
month as the Power Transmission 
Council burst into print with this 
ringing challenge: 

“The best way to get the power to 
the work: This is the joint responsi- 
bility of the industries engaged in the 
production and application of power 
to manufacturing.” 

Back of this plan, in all its rami- 
fications, lie three years of study and 
preparation which revealed the start- 
ling fact that not less and probably 
more than half a _ billion dollars 
yearly is wasted in the transmission 
of power. Three years ago, it was 


_ — - 


Advertisers Urged 
To Request Audit 
Of All Circulations 


Atlantie City, N. J., Nov. 30.—A 
statement emphasizing - the inipor- 
tance of audited circulations was the 
only formal statement issuing from 
the annual meeting of the Associa- 
tion of National Advertisers, Inc., 
here last week. It originated in a 
closed meeting of the industrial ad- 
vertisers group, presided over’ by 
Ralph Leavenworth, general adver- 
tising manager, Westinghouse Elec- 
tric & Mfg. Company, East Pitts- 
burgh, Pa., and was released follow- 
ing approval by the board of direc- 
tors. 


“As industrial advertisers,’ the 
statement read, ‘‘we_ believe that 
verified circulation figures are a 


necessary qualification in every pub- 
lication to enable buyers to appraise 
its value as an advertising medium. 
With the Audit Bureau of Circula- 
tions as the accepted means of aud- 
iting all paid circulation publications 
and with the Controlled Circulation 
Audit as the accepted means of aud- 
iting all publications of that type, 
we recognize no valid reason why 
any publisher should be unwilling to 
submit his circulation claims to the 
unprejudiced examination of these 
auditing organizations which are 
maintained by advertisers, agencies 
and publishers in the interest of ac- 
curate and honest measurement of 
circulation, 


“This principle has been accepted 
by the daily newspapers supplying 
nearly 90 per cent of the circulation 
in the United States and Canada, by 
magazines supplying more than 76 
per cent of the magazine circulation 
but by less than 40 per cent of the 
business papers in which more than 
1,100 unaudited publications are 
being supported by advertisers. We 
believe the correction of this situ- 
ation and the elimination of the re- 
sulting uncertainty and waste in ad- 
vertising lies largely in the hands 
of the buyers. 

“The board of directors of the As- 
sociation of National Advertisers rec- 
ommends that each individual mem- 
ber study this question seriously in 
the belief that such study will lead 
each advertiser to adopt for himself 
the policy of requiring on all pub- 
lications used uniform and compar- 
able audits of their circulations.” 


hreneraltzations” were” 


Unselfish Viewpoint 
Brings New Life to 
Declining Industry 


generally conceded that the trans- 
mission question had been largely 
settled by unit drive. 

Adoption of this method had be- 
come so general that the question 
confronting manufacturers of belting, 
pulleys, ete., was what other prod- 
ucts they might manufacture with 
their equipment. Strangely enough, 
it was the death knell sounded by a 
widely known engineer in an article 
in a business paper which, in reality, 
marked the re-birth of the industry. 

Another illustrious engineer re- 
marked that the findings in this ar- 
ticle seemed to be at variance with 
the facts as revealed by his own ex- 
perience. This iconoclast was given 
a limited sum of money to make an 
investigation. The results were so 
revolutionary that another small sum 
was painfully gathered, that the 
study might be continued. 


Getting the Facts 


In time this engineer, Robert W. 
Drake, formerly of the International 
Harvester Company, developed a 
series of studies which proved that 
gerous when it came to power trans- 
mission—that every case presented 
individual problems which required 
individual study to learn the most 
efficient method of harnessing power. 

The writings of Mr. Drake com- 
manded such wide attention that in 
one city a Power Transmission Club 
was organized to discuss various 
types of applications. This move- 
ment took on such impetus that al- 
most every leading city now boasts 
such an organization, the total be- 
ing 54, with others in process of or- 
ganization. 

Some of the big electrical com- 
panies, as well as others having a 
stake in the transmission industry, 
are represented in these Power 
Clubs. While it would seem that the 
biblical prediction has come to pass 
and that the lion and the lamb are 
now lying down together, the truth 
is that the lion occasionally takes a 
bite out of the lamb’s hide, while the 
lamb retaliates as he may. On the 
whole, however, these two antagon- 
ists have compromised on the theory 
that whatever is best for the user 
will, in the long run, prove most 
profitable for the seller. This view- 
point is reflected in the club state- 
ment of objectives: “The develop- 
ment and application of facts con- 
cerning the economic use of power in 
industry.” 

Eventually, the Power Transmis- 
sion Council was formed, as was the 
Mechanical Power Engineering Asso- 
ciates, which is contributing to the 
current campaign of the council. The 
council itself has 164 members, in- 
cluding manufacturers of belting, 
pulleys, gears and shafting; public 
utilities; organizations of distrib- 
utors; millwrights, representing the 
service end of the industry; manu- 
facturers of drives, chains, etc., and 
finally, producers of belts, including 
rubber and cotton, as well as leather. 

Going to School 

While the advertising igs notable in 
some respects, it is only one phase of 
the promotion. The basis for many 
of the efforts is a series of booklets, 
reflecting the numerous studies made 
by research engineers. The Drake 

(Continued on Page 9) 
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RADIATOR URGES .'s tote sere oe ee ee GOST OF SPACE 
tisement, appears in bleed size in —— Bis Peta Ee Pb a , 

PLUMBING TRADE x. 2szteonone ee STILL BASIS OF | | 

AGENCY PAYMENT 


to bring the advertiser and his read- 
A.N.A. Reports on Gompen- § Pal 


ers close together. To do this, Mr. 
CONTINUE DRIVE was snapped in a characteris- 
| tic pose in his office. 
iJ ’ J . 
sation in Discount Media 


Photographed in Office 


Unique Copy Carries Presi- Cameras and lights were set up 


in the office under the direction of 


dent’s Personal Message the Blaker Advertising Agency, in 


a few minutes while he was ab- 
sent. On his return, he busied him- 


New York, Nov. 30.—Two divi- self in the usual way, glancing up New York, Nov. 30.—The cost of Cl 
sions of the American Radiator &| 11. ¢or a moment when the cam- space in industrial and technical pup. and 
Standard Sanitary Corporation are era. man spoke. lications is the factor that deter. velo 
using spreads in a list of trade pub- The bleed spread in the trade mines the compensation of the cons 
lications in December to encourage as agency in the majority of cases, ac. ers | 


press is strongly in contrast with e . sate 
the five advertisements antecedent to cording to “Advertising Agency Com- me 


plugging away with the increased in that ther Were made te of pensation in Theory, Law and Prac. on | 
vigor shown in recent months. me n yd : I This unique bleed spread running in December issues of plumbing tice,” just published by the Associa. the 
d Sani straight text, without illustration. In . - tion of National Advertisers.  T I 

That of the Standard Sanitary | |. reproduced letter, Mr. Reed in-| trade journals carries the personal message of Henry M. Reed, + The @ on 


the plumbing industry to continue 


Manufacturing Company appears in|). tog the success of the com-| president, Standard Sanitary Manufacturing Company, in which he | #80ciation Went out of He member. Ei cues 
the largest list of trade publications. . ship to get the facts which went into mari 
It directly reflects the healthy reac.|P@0¥’S Plan to take the case of the acknowledges the deluge of communications the company received | 1). say more tent 006 Gibeastioc, Tae: 
tion of the plumbing trade to the|™@ster plumber to the public and| from master plumbers throughout the nation expressing appreciation | in a1) classifications being queried on @ inar 


recent series of five advertisements| t® bring back the sale of plumb-| of jts advertising campaign in behalf of the industry, and indicated | their methods of paying their agen- 


in newspapers of 90 leading cities |'™& fixtures to the master plumbers the success of the campaign. cies. The survey is given added ay. | 
and carries a “thank you” message of America. ee eae E a ____+__|thority because personal visits were O. 


i Mr. Reed commented on the great nade to check the written respons jus 
ieee prghny Rey ae tain, number of expressions of apprecia-|eral terms the purpose of the series, “eng = Ny plumber gw 7 Of 152 advertisers who ‘es ans st 
atters, ne , t ‘ . 

telephone calls and telegrams of ap-|tion received from master plumbers | which was to increase the prestige | the health of the reonngadl and, © |discount industrial and technical onc 

reciation received from master |since the first insertion of the con-|of master plumbers. said, Standard insists “that the publications, 110, or 72.4 per cent the 
P r series and reiterated in gen- It is true today more than ever | services, training and experience of 3 hy z E 

plumbers. sume the master plumber are essential to qompenante thetr agencies by & pep — 

eaceereceeenceeesaeas the public in order to receive full centage based on the cost of the me Paul 

value and service from “Stanéeré’ dium, this percentage being deter. Inc. 

plumbing fixtures.” mined by the agency or advertiser. TI 

In addition to Domestic Engineer- Only two other methods of com- the 1 

ing and Plumbers Trade Journal, the penaating agencies have been evolved led 

copy is appearing in the following: where non-discount industrial and mani 

The Ladle, Maryland testes Himebes technical publications are used, at Com 

Southern Plumber, Kansas-Oklahoma bonat as er an te Many see nen 

tained. Twenty-four advertisers, or astic 


Bending Special, Western Plumbing 15.8 per cent of the total reporting M1 


Tir otigg Mes emg, ar sranner on this phase of the investigation, ship 
Plumber (Brooklyn), Plumbing News 1 ego agges* ‘ ee 
(Pittsburgh), Illinois Master|©™P°Y 4 Ag 0 — “ plan 
Plumber, Plumbing and Heating agencies which has no relation to 


the cost of the medium. 


Magazine, Indiana Master Plumber, or 
Ohio Master Plumber and Yankee Some Pay Nothing aid 
Plumber. The remaining 18, or 11.8 per cent eg 


Poker Phrase Used pay nothing for agency service as far sales 
as its work in this field is concerned, plans 
464 The other spread, over the name the agency apparently making ¥ 
of American Radiator Company, also : : 
enough on discount mediums to be Teas 
handled by Blaker, is the first of a able to absorb the cost of placing & 
series intended to break the heating ; ‘ anc 


business in non-discount papers in the | 


contractor of some of his old and : : 
59 ‘ the industrial and technical field. Plan 
vy Magia port — as end-| 4 larger number of the 900-odd ad- |W grea 
Pie acateg te aor on rh vertisers use discount industrial and are 
snow ov. 15, thinking technical publications, the study re- ing 


it is too late to make complete in- 
stallations or major changes after 
that date, and sitting down to wait 
for such few emergency jobs that 
might develop. 


veals, the number being 227 as flect 
against the 152 utilizing the same as q 
type of publications which do not al- mati 


In years past the January issue of Roads and Streets has been low discounts. matt 


designated the Road Show Number—devoted to a reportorial and This spread, “Quit with a pat nace ge apt — = for 
eas . 4 2 , : strié é ub- : 
descriptive resume of the Annual Road Show held by the American hand? I Should Say Not!”, appears count im — and technical p ost 
‘ Msi? , . "ae f hi . a emene Coe a : lications, 139, or 61.3 per cent, com- sion 
Road Builders Association. This year, with limited space for exhi- In Domestic Engineering and Plumb- pensate the agency by allowing it the : 
bition purposes at the Road Show and with a publication date pre- ers Trade Journal and in addition in breasted ec Mahe ne ph se 
ceding the show, Roads and Streets has planned a much more illinois Masten Plumber, Official|_no more and no less. Five othet sme 
comprehensive edition in the “Road Show in Print.” Bulletin and Yankee Plumber. plans or combinations of plans are tisin, 
‘ It lists briefly experiences of in use by the remaining 88 tn ~ 
, ealers in various cities provi ‘ _ a “ii i “te 
Editorially, the issue will be given over to a complete resume of individual heating peed a seer eee eee. ane a the « 
new equipment and materials developed during the past year—an cashing in on the National Hous. eee ee and 
exhibition in print that every reader will want to save. ing Act. g a percentage ; ing 
gross rate; 16 advertisers give their M 
, , p , agencies a minimum guarantee, with sibili 
In all, 20,000 contractors, engineers and highway officials will re- Power Show Read all discounts above that retained by 8 ot 
ceive a copy of the 1935 “Road Show in Print,” including not only f D y 2 the agency; 13 pay the agency a fee — 
attending members of the A. R. B. A., but all of the select and paid or Dec. 3 Opening or lump sum, which has no relation must 
subscribers of Roads and Streets—the largest circulation of any goon y tot cost saving equip-| to the cost of space in the medium, ecuti 
eee ; ‘ : ment and exhibits, entirely new, to| and 10 allow their agencies all dis 
ublication serving road-builders exclusively. : , é g $ 
P 8 Fs ta Resend new Rcactaporemgirt counts from mediums, plus a fee over 
reropment in action—these are up-| and above the discount or commis: If { 
Whether you are represented at the Road Show or not plan your og eee indications of the spirit sion. n 
“exhibit” on paper and bring it to this vast audience of the “Road < Rca ge atd cr aoe to — Importance of Discount a 
Show in Print.” It will have double value. First, the timeliness of York, Dec Y ber 3-6 were roe , on 
: : : we » Vecember - Most of the As indicated above, 227 advertisers n 
the annual January interest in new equipment and materiais and exhibitors have put the finishing | yse discount industrial and techni- heed 
secondly, the lasting interest assured by the editorial treatment of yess ag ed presentations, many cal publications, while 152 use no2- It 
these new developments. of which will be unusually interest-| 5: : roe be 
P ing, reflecting the care that has been discount industrial and technical 


exercised to tell each industrial story | Publications. 


The “Road Show in Print” issue of Roads and Streets will give quickly and well. In the field of trade and merchan- sete 
yoy. greater coverage and greater interest but at the lowest cost The national trend toward cutting dising publications, 441 hgh influ 
per thousand of circulation of any national publication in the field. power service costs will be reflected | USe discount papers and 253 adverts a 


in the products which manufacturers | ers employ non-discount papers. 
will show. The show will augment| In the sphere of professional pub- 
air conditioning and _ refrigerating lications, 134 advertisers use dis 


equipment by a complete display of non- 
industrial fans and blowers. The a 


; discount papers. least 

fj bE T airplane type propeller fan also wil hi vide 

D AND S R E S be featured. Suthe abatement will at was perhaps these ney _— ie 
be aided by flue gas scrubbers, |°2used the Association of National ides 


known as “dedusters,” said to be an| Advertisers to charge in its prief 


j SULLETTE} innovation in soot blower construc-|@gainst the agency code before the 

tion. ceili National Recovery Administration wane 
entrifugal type turbo compressors | that the proposed code would “create me 

WATER WORKS & SEWERAGE SPORTING GOODS JOURNAL and gas boosters will be shown by | unfair semtbatitien tatwenn aeret ur 
ROADS AND STREETS MOSAICS AND TERRAZZO one exhibitor who also will feature | Umeur competition between, mi 
MIDA'S CRITERION O!IlL AND SOAP a portable factory cleaner of new ; With 
PUBLICATIONS — Under the heading “Better adie ply 

k ” : i. 
POWERS' ROAD AND STREET CATALOG AND DATA BOOK ousekeeping in Plants” there will Moves Offices ure 


be actual demonstrations of modern The Silk and Rayon Digest is now Di 


methods of factory floor and over-!locat 4 Ave., New my 
GILLETTE PUBLISHING CO. 400 W. MADISON ST. CHICAGO, ILLINOIS | head cleaning. —" ee ” 
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ADVERTISING AGE 


FINANCING GET 
CONSIDERATION 


AT CLEVELAND 


Paul Teas Speaks at Clos- 
ing of Seminar 


Cleveland, O., Nov. 30.—The final 
and most important steps in the de- 
yelopment of a marketing plan were 
considered by the Industrial Market- 
ers of Cleveland at the last informal 
meeting of the first seminar period 
on Nov. 23. The next assembly of 
the group will be a formal meeting 
on Dee. 7, at which all previous dis- 
cussions on the subject will be sum- 
marized in one concrete and educa- 
tional conclusion. The second sem- 
inar period will start shortly after 
the first of the year, with plans to 
be announced later. 

O. J. Marsh, secretary of the In- 
justrial Marketers, presided at last 
week’s meeting. The first of the two 
oncluding subjects, “Financing for 
the Marketing Campaign—the Man- 
agement’s Viewpoint,’ was led by 
Paul Teas, president of Paul Teas, 
Inc. 

The second, “A Plan for Getting 
the Marketing Plan into Action,” was 
led by E. L. Oldham, advertising 
manager of the Cleveland Rock Drill 
Company. Both phases of the mar- 
keting subject excited an enthusi- 
astic discussion. 

Mr. Oldham asserted that leader- 
ship is necessary, not only to sell a 
plan, but to keep it sold. 


Works Both Ways 


“The advertising manager,’ he 
said, “must emphasize the fact that 
we need just as strict adherence to 
sales plans as to manufacturing 
plans, if we are to get results.” 

Leading the first discussion, Paul 
Teas indicated the many problems 
and possibilities in marketing and 
the financing of a justified program. 
Plants may often be rehabilitated for 
greater production, better products, 
lower cost products and better work- 
ing conditions which may be re- 
fected in quality production as well 
as quantity production. New auto- 
matic machinery may produce less 
init cost and hence greater profits 
ior reserves, dividends or reduced 
ost to the ultimate buyer. Provi- 
sion may be made to hire more sales- 
nen, cover more territory or the 
same territory more intensively for 
increased sales. Finally, the adver- 
lising program must be carried out 
to enforce the objective, picking up 
the efficient plant, the good product 
ind the able salesman and present- 
ing them accurately to the world. 

Mr. Teas indicated it is the respon- 
sibility of advertising men as well 
‘is Other executives to assume a part 
n working out a program. They 
must contribute substantially to ex- 
ecutive thinking and deciding. 


Question of Urgency 


It funds do not permit carrying out 
‘n entire program it is the duty of 
‘dvertising men and others involved 
‘0 help decide where investments 
heed to be made first, he asserted. 
lf advertising is indicated, it must 
‘e siven a definite mission: selling 


new product, selling an old prod- 
ct to a new market, selling new 
lises for old products, bringing sales 
Influence on new markets, putting 
hew steam into the sales force 


IMplanting a new spirit of respon- 
sibility. 


Funds should be provided for at | 
ast six weeks’ advertising to pro- | 


Vide 


if conditions 
There are few cases 


for cancellation 
Should force it. 


Where a concern would be justified 


in borrowing to finance a campaign. 
When budgets are set, they should 
‘© maintained without over-expendf- 
‘ure. On the other hand, Mr. Teas 
Pointed out, there is no excuse for 
Withholding advertising funds sim- 
bly because they have not been dis- 
Sursed within a certain period. 
, Discussion of financing developed 
view that, because of recent 


or 


financial conditions, securing funds 
for any new project has been a mat- 
ter of diversion. While the objective 
system of advertising and marketing 
is favored, it has been subject to 
close budgeting during recent years, 
and many concerns work entirely on 
a percentage system. Many com- 
panies are working on sliding bud- 
gets and refuse to let expenses get 
above a certain percentage. 

Under these conditions, any ad- 
vertising program must be doubly 
justified. The department which has 


|the most definite and concrete plan, 


teday, has the greatest chance of get- 
ting diverted funds. Complete infor- 
mation on possible accomplishments 
through surveys and careful studies 
will go a long way in increasing bud- 
gets. It was acknowledged, however, 
that special appropriations are still 
made where competition forces it. 
Treasurers and other handlers of 
finance have naturally become con- 
servative during the past few years 
and definite marketing plans are 
consequently of great importance. 


With a weddin 


Advertising for advertising’s sake 
has been on the decline. 

While the building of a surplus 
|during good years to take care of 
|advertising during lean periods was 
|recommended by some, it was ac- 
| knowledged that most companies are 
| following the business barometer and 
| spending accordingly. Today, cost 
accountants are giving considerable 
attention to the cost of distribution, 
and the advertising and selling phase 
has grown in importance. As a re- 
sult, the coordination of all depart- 
ments has been stressed. 

Forum opinions brought out 
value of giving all those who carry 
| out the plan a voice in its conception. 
| If salesmen and others concerned are 
in on the general planning, they will 
return profits in their own enthusi- 
asm. Salesmen welcome a real, con- 
structive plan, it was asserted. 


Reduces Rates 
A new rate card has been 
‘showing reduced advertising 
\for Plasterer. 


issued 
rates 


Trade Papers 
Chief Reliance 
In Two Fields 


Washington, D. C., Nov. 30.—The 


the | 


|business paper which takes its ob- 
|ligations to its readers seriously can- 
not 


be seriously threatened by any 
‘other medium, two surveys con- 
ducted by the Romer Advertising 


Service, of this city, indicate. 

One of these surveys was among 
lear dealers, the second among jewel- 
‘ers. The chief question asked was, 
“From what sources do you get the 
most information regarding the prad- 
ucts you buy, use and sell?” A cer- 
tain number of points was awarded 
for first, second and third mention, 
and in both cases, trade papers were 
indicated as the chief reliance of 
dealers. 

In the jewelry field, trade papers 
were awarded 1,247 points; salesmen, 


945 points; catalogs, 619; consumer 


magazines, 405; mewspapers, 241; 
radio, 60; and outdoor advertising, 
27. 


Trade papers and salesmen again 
led the parade when results in the 
automotive field were tabulated, the 
former getting 2,787 points and the 
latter, 2,550. Circulars were given 
1,241 points; newspapers, 1,003; con- 
'sumer magazines, 879; radio, 745; 
loutdoor advertising, 423, and other 
sources, 469. 


Weddell Joins Ingersoll 


Ralph R. Weddell, consulting engi- 
| neer, has been placed in charge of 
design and sale of small tools for 
the Ingersoll Milling Machine Com- 
pany, Rockford, Ill. 


Rowe With American Tin 

Walter A. Rowe, formerly adver- 
tising manager of the air condition- 
ing department of General Electric 
Company, is now associated with the 
general offices sales organization of 
American Sheet & Tin Plate Com- 
pany, Pittsburgh. 


veil [ALBOT made 


the farst halftone in 1852 


Hap brides not 


worn tulle veils 75 years ago, there 


might be no newspictures, no magazine illustrations, no 
modern advertising today. For it was with a wedding 
veil that the English scientist, Fox Talbot, made the 
first etching which would reproduce tones. 

Talbot found that by imprinting the mesh of such a 
veil on a sensitized copper plate and then photograph- 
ing on this plate, the developed image would be broken 
up into a composition of dots. When etched with acid, 
these dots acted like the cross hatchings engravers 


gouged into the 


surfaces of their plates: when inked 


and impressed on paper, they reprinted as shadows and 


high-lights. 


Crude as were the engravings resulting from Talbot’s 
first attempts, they served to guide future investigators 
and with the practical improvements added by the 
English Sir Joseph Swan, the German Meisenbach, the 
Americans Horgan, Levy, and Ives, Talbot’s discovery 
came to rank with the inventions of movable type, 


machine made paper, and high speed presses as one of 


the prime movers in making fine 
low cost. 


printing possible at 


Today the significance of Talbot's discovery in print- 
ing is echoed in the development of Kleerfect, the 
perfect printing paper. For Kleerfect is our time’s con- 
tribution towards reducing the cost of fine printing. 

In Kleerfect special processing eliminates, for all 
practical purposes, two-sidedness of surface and color 
and makes possible printing of uniformly high quality 
on both sides. Kleerfect has strength and high opacity. It 
possesses a neutral, non-glaring color that is easy on the 
eyes; gives proper contrast with the greatest number of 
printing inks and types of illustrations; and permits the 


true, maximum reproductive power 


of one to four colors. 


To see samples of the work made possible by this per- 
fect printing paper, to learn the economy of its cost, and 
the name of the merchant nearest you who stocks Kleer- 
fect, please write our advertising department in Chicago. 
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THE PERFECT PRINTING PAPER 


SAMUPACTURED UNDER V5. Pal moO. IHIeORS 


ESTABLISHED 1872 


KIMBERLY-CLARK CORPORATION 
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Business Publishers Adopt New 
Program 


Industrial advertisers would have 
been impressed with the new and 
more aggressive spirit of business 
publishers if they had been able to 
look in on the joint convention of 
the Associated Business Papers, Inc., 
and the National Conference of 
Business Paper Editors in Washing- 
ton last week. The industrial press 
is coming out of the depression pe- 
riod determined to justify the con- 
fidence and interest of readers and 
advertisers. 

The new editorial program of the 
business publications, calling for a 
united front on economic subjects re- 
garding which there is unanimity of 
opinion, attracted much attention. 
While business publishing is still a 
field in which personal journalism is 
vitally important, and one where 
rugged individualism will continue 
to flourish, there is nevertheless an 
important group of subjects of ma- 
jor importance from an _ economic 
and business standpoint on which it 
is easily possible to obtain agree- 
ment. It is intended that, having 
established this agreement, the busi- 
ness press will use its influence to 
see that correct policies are carried 
out in national administrative pro- 
grams. 

It is the plan, as John Van De- 
venter, able editor of The Iron Age 
and chairman of the committee 
which is developing the editorial! 
program, explained, to interpret gov- 
ernment to business and business to 
government. A demonstration of 
this idea was given at the Wash- 
ington conference, where many of 
the leading factors in the adminis- 


tration appeared to talk over their 
plans and policies, to answer the 
questions and criticisms of the edi- 
tors, and in general to indicate a 
definitely receptive attitude in re- 
ceiving evidences of the current sen- 
timent of business men as expressed 
by business publishers. 

One of the most interesting phases 
of the editorial drive will be the 
publication of a “prosperity ballot” 
in business papers which are mem- 
bers of the Associated Business 
Papers, Inc. Business men will be 
given an opportunity to express their 
opinions on many of the major eco- 
nomic policies of the administration, 
from the standpoint of their effect 
on recovery, and these ballots, re- 
turned to A. B. P. headquarters, will 
enable that organization to present 
a definite indication of the trend of 
business opinion on governmental 
policies. 

Business publishers in the past 
have done a great job for their fields, 
particularly as concerns their spe- 
cial problems. They have not been 
so well oriented on questions of 
larger moment, affecting business as 
a whole, but capable of interpreta- 
tion to industrial groups in terms of 
their special interests. Now it is 
evident that industrial editors are 
prepared to do a constructive job in 
representing business in its relations 
with government, which has be- 
come such a commanding factor in 
determining business activities. 

Because the business press is both 
intelligent and non-partisan, its find- 
ings will be received with respect 
both by industry and government. 


New Capital for Capital Goods 


The very statement of the needs of 
the capital goods industries sug- 
gests the requirement of a contin- 
ued flow of new capital to those who 
can use products of this character. 
Capital goods must be bought out 
of savings, and when these are not 
available to the individual industry, 
they must be borrowed from the 
community through the medium of 
the investment of surplus funds. 

While the stimulation of demand 
for capital goods depends upon some 
other factors, modernization, im- 
provement and expansion of indus- 
trial plants, to mention only one 
section of the market for capital 
goods, require new capital. Perhaps 
it will be furnished by the govern- 
ment, which is showing increasing 
anxiety to stimulate activity in 
these fields, but it may also be pro- 
vided through a more workable pro- 
gram of investment control. 

Many of those who have given 
great study to the subject believe 


that the present laws dealing with 
the marketing of securities are so 
stringent, in spite of amendment at 
the last session of Congress, as to 
make it practically impossible for 
industry to borrow. The timidity of 
manufacturers in asking for the in- 
vestment of funds for their capital 
expenditures, regardless of their con- 
fidence of their ability to repay, is 
ascribed to these legislative restric- 
tions. The way to make investment 
easier, it is asserted, is to remove 
the handicaps which now prevail. 

This is a matter of such great 
moment to all interested in the dur- 
able goods fields, including the pro- 
duction of machinery, the construc- 
tion of residences and business build- 
ings and the expansion of utility 
services, that it should be given the 
most careful consideration. Relief 
for investors might easily prove the 
shortest road to providing needed 
capital for the purchase of durable 
goods. 


AT LAST—INDUSTRIAL EFFICIENCY! 


Onewn wy. KLEIN 


—The Saturday Evening Post. 


"One man runs all the machines—the other men are merely the 
repair crew." 


Voice of the Industrial Advertiser 


A Market Survey for 
the Small Advertiser 


To the Editor: For the smaller 
concern that cannot afford a market 
research and analysis, it seems to 
me that the publisher of an industrial 
paper has a real service to offer by 
breaking down his circulation and 
classifying the coverage in various 
industries. Then again under these 
industries breaking down the cover- 
age into executives, etc. 

Furthermore, possibly the  pub- 
lisher with his statistical department 
and his wealth of knowledge of busi- 
ness conditions, market, etc., would 
be in a position to offer at small cost 
a more complete survey for the small 
manufacturer. 

MACHINE TOOL. 
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“Class” Hits the Spot 
with Industrial Ad Men 


To the Editor: I found the Nov. 3 
issue of CLAss & INDUSTRIAL MARKET- 
ING so very interesting that I simply 
have to drop you a note of apprecia- 
tion. Of course it is not to be ex- 
pected that every issue of a publica- 
tion will appeal particularly to each 
one of its readers. This particular 
number I found of special interest 
from cover to cover and have prac- 
tically done 100 per cent job of read- 
ing it. 

As you no doubt know, I have been 
one of the old standbys who have 
received and read CLAsSs since its be- 
ginning, and I have uniformly found 
it very much worthwhile. You are 
doing a fine job. 

Mr. Keith J. Evans in his ‘Prob- 
lems” page in the Nov. 3 issue cav- 
ered a lot of ground and brought up 
many interesting points. 

ADVERTISING AGE is quite a publica- 
tion, but it is the CLAss & INDUSTRIAL 
MARKETING section once a month 
which hits the spot with us indus- 
trial advertising men. 

C. W. KALBFUuS, 

Advertising Manager, Eliott Com- 

pany, Jeannette, Pa. 
. ¥ 9 


Like Chapter News 


To the Editor: At their last meet- 
ing, the Industrial Marketers of 
Cleveland discussed your splendid 
story which appeared in the Nov. 3 
CLASS & INDUSTRIAL MARKETING and 
also commented favorably on the in- 
teresting manner in which other re- 
ports have been presented. They 
also expressed their gratitude for 
news from other chapters of N.I.A.A. 
which is constantly appearing in 
your good publication, 

GLENN H. Eppy, 
Manager, Ohio Brass 
Mansfield, O. 

— a aA 


Wants All Catalogs 


To the Editor: We are desirous of 
receiving one each of all publications 
that may come in the class of (1) 


Advertising 
Companry, 


catalogs of manufacturers, (2) in- 
dustrial buying guides, (3) catalogs 
of distributors, (4) catalogs for the 
enginering profesions, all of which 
are used in the purchasing depart- 
ments of the various industries of 
the United States. 
Harry A. HARTMAN, 
Purchasing Director, Bluffton 
Experiment Station, Bluff- 
ton, Ind. 


, FF 


Has Excellent Circulation 


To the Editor: The comments I 
have already received concerning our 
catalog story in your Nov. 3 issue in- 
dicate to me that ApvVERTISING AGE 
has an excellent distribution among 
advertising and sales promotion ex- 
ecutives. 

ARTHUR W. EVERs, 

Advertising Sales Promotion Man- 

ager, Kirsch Company, Sturgis, 
Mich. 


, FF FF 


Streamlines Win Again 


To the Editor: The acceptance of 
streamlined products has been ef- 
fectively demonstrated to us in our 
experience of recent months. In 
fact, its effect on the sales of our 
new Bender Air-Streamed Palace 
Hyway Coach has been startling. It 
has the airfoil sweeps and curves 
that add to efficiency, beauty and 
rider appeal and takes its place 
proudly alongside the streamlined 


LEADING OPERATORS BUY 


B E N D E . atin = Lreamed 


PALACE HYWAY COACHES 


mw these well known lines 


- he 


94 couches in 90 days 


ad 


s q Ws bound te increns. paaeees Motor Couch 
janie 

BENDER BODIES 
THE BENDER BODY COMPANY - W 62 & DENIGOH - cievecanc, e. } 


or) 


¥ 


airplane, passenger car and new rail- 
Way trains. 

We introduced the air-streamed 
features in our passenger coaches 
last summer, announcing them in our 
July advertising. In the 90-day 
period following we sold 94 coaches. 
See our current copy herewith as 
prepared by the Bayless-Kerr Com- 
pany. 

Ray NAEGELE, 


Advertising Manager, Bender 


Body Company, Cleveland, O. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


146. 


Are You Interested in Selling a 
$200,000,000 Electrical Market? 

A booklet presenting a study of 
five important factors about the 
Western electrical market including 
expenditures for construction proj- 
ects, expansion of the electrical in- 
dustry, the mobilized selling prac- 
tices of Western power producers, 
the purchasing power of the territory 
served, and the profit possibilities as 
indicated by the market possibilities 
for electrical equipment. Prepared 
by Electrical West. 


103. Motor Truck Operation in the 
Baking Industry. 

This survey by Bakers’ Helper 
fixes annual truck purchases by bak- 
ers at $18,054,000, this figure placing 
the baking industry fourth in all in- 
dustries in the use of motor trucks. 
In a study of 5,000 bakeries in 40 
states, Dodge was shown to lead in 
popularity, followed inthe order named 
by Ford, Chevrolet, White, Interna- 
tional and GMC. The total number 
of trucks operated by the industry 
is 80,240. One-ton trucks lead in es- 
timation of the trade, its supremacy 
being sharply challenged by one and 
one-half ton vehicles, however. 


129. General Manufacturing Condi- 
tions in the Metal Working Indus- 
try. 

This bulletin issued by American 
Machinist analyzes the vastly en- 
larged market for new and improved 
industrial equipment as opened up 
by the NRA program. It points out 
why equipment purchases are in- 
evitable, how domestic buying is 
being financed, and the full meaning 
of modernization to sales possibili- 
ties. 


130. Resale Market in 1934. 

A survey of the market consisting 
of the manufacturers of machinery 
and engineered metal products who 
buy parts and materials to incorpo- 
rate into their own products. The 
report, which is issued by Product 
Engineering, also shows the signifi- 
cant trends and activity in product 
design. 

124. The Mill and Factory Method. 

A colorful and graphically illus- 
trated explanation of the unique 
means whereby Mill & Factory ob- 
tains and maintains a circulation of 
the currently active buyers of indus- 
by enlisting the mill supply distribu- 
trial plant equipment and supplies, 
tor as its circulation manager to con- 
fine subscriptions to the actual buy- 
ing influences in the modern indus- 
trial plants. 


Automobile Radiator Experi- 
ences of Fleet Owners. 

A summary of the replies received 
from 73 fleet owners to a question- 
naire covering preferences of types 
and methods of servicing automobile 
radiators. It includes types of 
winter protection used, thermostats, 
anti-freeze, etc. The survey is issued 
by Fleet Owner and covers 27 states 
in all sections of the country, and 
fleets with an average of 80 vehicles 
each, including passenger as well as 
commercial cars. 


112. Industrial Lubrication in Food 
Plants. 


The lubrication of food plants of- 
fers all of the problems found in 
lubrication in any other field, with 
the additional complication that it 
is always possible that some of the 
oil will drop into food in process. 
For this reason, premium water- 
white quality is widely used. This is 
one of the interesting points made by 
this market analysis by Food Indus- 
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AS THE YEAR ENDS 


Tarsute to a Great American 


With this piece of beautiful copy, 

Revere Copper & Brass, Inc., closes 

a year of vigorous advertising 

effort with a tribute to one of its 
founders. 


REVERE CLOSES 
YEAR PAYING A 
TRIBUTE TO PAUL 


Campaigned Vigorously for 
NHA Business 


New York, Nov. 30.—Winding up 
the calendar year marked by a vig- 
orous effort for business created by 
the NHA and other governmental ac- 
tivities, Revere Copper & Brass, 
Inc., signs off with an institutional 
advertisement which impresses the 
fact, frequently stresses in its trade 
and consumer advertising, that Paul 
Revere, “the midnight rider,” founded 
one of the companies combined five 
years ago to form the present or- 
ganization. 


“Looking back over these Colonial 
days,” the copy says, “Revere Copper 
and Brass Incorporated recognizes 
that it owes more to the illustrious 
‘midnight rider’ than the fact that 
he founded the present company. 
For Revere was great, not only as a 
patriot, but as the foremost indus- 
trial pioneer. He tirelessly sought 
to do things in new and better ways. 
And as an artist and craftsman, he 
insisted on fine materials and pains- 
taking workmanship. 

‘It is this spirit, maintained 
through one hundred and thirty-four 
years of growth and consolidation, 
that is this company’s proudest pos- 
session.” 


Uses Many Publications 


This December “Tribute to A 
Great American,’ who wrote to a 
friend that “I have engaged to build 
me a mill for rolling copper into 
sheets, which for me is a very great 
undertaking,” appears in Buildings 
and Building Management, Domestic 
Engineering, Engineering News Rec- 
ord, Heating, Piping and Air Con- 
ditioning, The Ladle, Metals and AIl- 
lous, National Sheet Metal Contrac- 
tor, Plumbing and Heating Trade 
Journal, Sheet Metal Worker, Water- 
works Engineering, and Welding En- 
gineer. 

In a widely varied campaign in 
Which some 55 pieces of copy have 
been used since April, Revere Cop- 
per & Brass, Ine., has recently 
played up the beneficial effects of 
the National Housing Act in several 
trade and technical advertisements. 

During the past two months, four 
advertisements were built around the 
idea, while a number of others, not 
directly mentioning the act, dis- 
Cussed the use of Revere products in 
modernizing programs. Kenyon & 
Eckhardt, Inc., is the agency. 

‘o the plumbing contractor, Re- 
vere said in recent issues of Domes- 
tic Engineering and Plumbing & 
Heating Trade Journal that “busi- 
hess is better” for “every town and 
city in America is planning modern- 


ization of homes, stores and public 
buildings” and that “this flood of 
prospective business is a challenge 
to the plumbing industry.” 


Speaks With Optimism 

In answer to the question of 
whether the plumbing contractor will 
get his share of the released dollars, 
the company, talking about its copper 
water tube, spoke in the affirmative. 
Good materials, good workmanship 
and fair prices are the requisites. 


Fuel Oil Journal copy urged tak- 
ing advantage of the act to sell more 
oil burners, and while doing so, to 
build in permanent satisfaction by 
using Revere copper oil burner tube. 
Roofers’ and plumbers’ problems 


were treated in October advertising. 
“America needs the plumber,” said 
the company in Domestic Engineer- 


Complete 
details 
upon 
request 


ing and Plumbing and Heating 
Trade Journal while in the National 
Sheet Metal Contractor and Sheet 
Metal Worker it said “America needs 
the Roofer.” In both, an idea on how 
to solicit business and handle it with 
best results was planted. 

Calling attention to the fact tnat 
home owners, now enabled to finance 
repairs, have suffered many plumbing 
inconveniences in the past several 
years, Revere said some of the new 
business may come “walking in the 
door” but to get one’s share, the 
plumber will have to go out after it, 
and in doing so might find it worth 
while to point out that before dec- 
orating, it would be well for the 
plumbing to be revised by a skilled 
plumber in such a way that future 
repairs will be unnecessary. 


“Sell your services by reminding 
customers that before they spend 
money for decorating,” Revere said 
in the companion copy on roofing, 
“they should be sure that there are 
no leaks to mar walls, ceilings and 
furnishings. Sell them, too, that in 
the long run, the permanent copper 
job costs the least.” 


Pneumatic Tool 


Earnings Increase 


Chicago Pneumatic Tool Company 
and subsidiaries for the quarter 
ended Sept. 30 reported a net profit 
of $101,411, as compared with a net 
profit of $1,190 in the same quarter 
in 1933. 

Net protit for the nine months was 
$291,211, against a net loss of $273,- 
976 in the first nine months of 1933. 


ll 


NEW YORK e 


U.S. Gypsum Buys 
Arborite Company 


The United States Gypsum Com- 
pany has purchased the Arborite 
Company, Lisbon Falls, Me., manu- 
facturer of insulating board prod- 
ucts. 

Acquisition of the plant was made 
to increase the company’s facilities 
to render national distribution of its 
insulating board products to the 
building industry. 


View Harnischfeger Plant 


As a feature of its 50th anniversary 
celebration, the Harnischfeger Corpo- 
ration, Milwaukee, entertained execu- 
tives from the Middle West, includ- 
ing a tour of the plant with an ad- 
vance inspection of the four 300-ton 
house cranes it has built for Boulder 
Dam. 


ISSUE won. 7, 1935 


THE FIRST OF 52 ISSUES OF 
STEEL for 1935, represents a very 
definite and important part of the 
editorial plans for the coming year. 


This Annual Statistical and Review 
Number is an institution in the iron, 
steel and metalworking industries. 


Advertising copy in this issue should be a 


combination of straight display and catalog 
type and designed to be the "master" adver- 
tisement of the year, presenting the full line of 
products, or complete points regarding a prod- 
uct or service. 


First forms close December 10— 
final forms December 24. 
tions now! 
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CLASS & INDUSTRIAL MARKETING SECTION 


E.A.A. Clinic Brings 
Out Many Practical 
Ideas for Advertisers 


Chicago, Nov. 27.—The second of 
a series of clinics additional to the 
regular monthly meetings of the En- 
gineering Advertisers’ Association 
was held last night and confined to 
a discussion of printed matter in- 
cluding its component parts. 

The exchange of information re- 
vealed that, while most of those par- 


ticipating buy art work from com- 
mercial studios, a few employ an 
artist full time, but even they buy 


their more exacting requirements 
from outside sources. One advertis- 
ing manager selects artists wholly on 
their technique, which he makes a 
practice to observe at art exhibits. 
In some cases he obtains sketches 
from several artists on the basis of 
a “no use” price with an agreed fig- 
ure for the finished work, never al- 
lowing an artist to speculate. 
Retouching is also bought from 
commercial studios with but little 
use of this service rendered by en- 


gravers. In most cases there is an 
endeavor to photographs with 
sufficient detail to be used without 
retouching. The regular run of pho- 
tographs are made generally by 
someone within the advertiser’s or- 
ganization. Ecru shade cloth and 
sky blue panels were reported to give 
good background effects. 


get 


Quality Effected Savings 


In one instance, however, the ad- 
vertiser secured the services of the 
best industrial photographer avail- 
able to make 15 pictures of equip- 
ment, paying $25 for each original. 
Although this was considered to be 
top price, he estimated a saving of 
$300 to $400 because the prints re- 
quired no retouching, and, further, 
were of such character that they 
added distinction to the booklet in 
which they were used. 

As a rule, all buy engravings on 
the basis of quality, finding that it 


may be had at prices reasonably 
close to those of “price shooters,” 
and eliminates the question of re- 
sults. Rubber plates are used wher- 
ever practical for tints. 

One advertiser buys paper sep- 
arately when it runs in excess of $50. 
Many specify brands to be used, es- 
pecially for particular or 
pieces. Only in rare instances are 
the services of typographers used, 
but type faces are frequently speci- 
fied. 

Lithography and photolith is used 
almost exclusively by one manufac- 
turer of heavy goods, even in quan- 
tities as small as 5,000, who finds 
this method cheaper than engravings 
and letter press for the same jobs. 
Planograph in one case has been ob- 
served to be more effective than 
mimeograph for sales bulletins and 
inner-organization literature. Some 


who use offset declared they get bet- | 


ter results when the negatives are 
made by a photo-engraver than by 
the printer. 


Gets Two Colors in Embossing 


A two-color effect was obtained on 
a loose leaf cover binder by hot em- 
bossing a particular brand of stock 
which changed its hue in the process 
where it was struck by the hot die, 
thus eliminating a second color and 
its cost. 

One advertiser makes a practice of 


seat 


706 Straus Bldg. 
Chicago 


Watch Your 
Chemical Industries Sales 


If they aren’t rising=you're slipping 


YOU MAY need to reach more plants and men—or perhaps 
you’ve not been getting a ground floor position on the new 
developments. You may not be following the reading interest j 


of your best prospects. 


DO YOU KNOW that INDUSTRIAL and ENGINEERING 
CHEMISTRY has recently subjected its entire subscription list to 
a drastic ‘‘take it or leave it’? test of reader interest P Cash sub- 


scriptions have replaced the old plan of ‘‘get it with your dues.” 


FIFTEEN THOUSAND CASH SUBSCRIPTIONS were the 
answer to that test with no premiums, no arrears, no high pres- 
sure solicitors. They wanted the fundamental engineering data 
which our editorial policy supplies. There’s your test of reader 


interest —and a proof of circulation leadership as well. 


Get your selling message to these men who 
control the purchasing activities of the most 


important plants in the chemical industries. 


January Forms Close 


December 15 


Industrial and Engineering Chemistry 


ADVERTISING DEPARTMENT 


332 W. 42nd St. 
New York 


560 Howard St. 
San Francisco 


running an extra 500 slip pages of 
booklets or catalogs for use in cor- 
respondence, office or sales work, 
making it unnecessary to cut cata- 
logs or waste entire books when but 
one page is all that is really re- 
quired. He estimates an appre- 
ciable saving. 


unusual | 


EN EE ITE LAAT ; 


A striking effect on one booklet 

shown was obtained by adding an ad- 
ditional color by using a split foun- 
jtain in the printing. The colors 
| were blended into each other where 
| they met. 
Two advertisers said they use ro- 
|togravure for four-page newspaper 
\size house organs running about 
25,000 copies. In both cases the re- 
sults of these pieces are viewed with 
considerable satisfaction. 

An engraver and a printer sitting 
|in at the table both urged advertisers 
'to call in engravers and printers to- 
| gether to assist them in designing 
and creating their printed matter to 
get the best possible results. They 
urged that layouts be made with 
consideration for the mechanical lim- 
itations in the actual production of 
the finished piece, especially with re- 
gard to color and ink distribution. 

At a _ previous ‘meeting of the 
clinic, the broad subject of direct 
mail was treated, bringing out many 
practical suggestions. 


Report on Mailing Lists 


Worthwhile mailing lists, it was 
agreed, are better obtained from 
salesmen’s reports and salesmen’s 
lists than from purchased lists. Next 
best are distribution lists from pub- 
lishers of condensed catalogs, asso- 
ciation membership lists, ete. One 
concern sends return envelopes to 
its salesmen to signal a change of 
personnel in the prospect’s organiza- 
tion and to indicate that a new man 
must be contacted and his name sent 
to the general office. 

In a discussion of direct mail ma- 
terial, it was evident that good let- 
ters are probably the most certain 
and most economical means of ob- 
taining business. It was the consen- 
sus of opinion that a fill-in was a 
waste of money in the industrial 
equipment field; that a short ques- 
tion was the ideal opening para- 
graph; and that questions should be 
worded so that they cannot be an- 
swered by “yes” or “no.” 

Business can be obtained and 
salesmen’s cooperation assured by 
sending a follow-up letter after each 
reported call with the salesman’s 
name inserted in the body of the 
letter. 

Some concerns do not permit the 
salesman to distribute catalogs, re- 
quiring that these be sent from the 
home or district offices together with 
a sales letter (which may be a long 
one) to follow up the call and re- 
emphasize selling points. An inquiry 
questionnaire on an 814x11 sheet was 
often found to be better than an ab- 
breviated questionnaire on a return 
post card. 

Uses Business Card Catalog 

A “junior” catalog 3x6 inches with 

16 pages proved to be the most suc- 


cessful piece of literature for one 
concern. Salesmen were found to 


be writing their names across the 
front of this condensed catalog and 
using them as calling cards, which 
led to the design of a 12-page busi- 
ness card briefly outlining the com- 
| pany’s products. 

| One concern pointed out that ad- 
vertising scratch pads could be made 
up from waste edges of printed mat- 
ter at practically no cost. Some were 
still laboring under the delusion that 
material in duplex envelopes receives 
first-class service, whereas these en- 
velopes are given only third-class or 
parcel post attention, unless parcel 
post special delivery postage is af- 
fixed. A saving of from $2.00 to $3.50 
per thousand can be made on large 
envelopes by omitting printing of the 
corner card and using the address 
label which carries the return ad- 
aress. 

Letter processing costs can be re- 
duced a dollar or two per thousand 
by preparing direct mail letter sched- 
ules three months in advance, giving 
the letter shop one big batch at one 
time and furnishing it with stock 
having two or four letterheads on 
each sheet. 

Savings in cost of direct mail lit- 
erature by using two and three-color 
offset printing were demonstrated 
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and samples shown where the offset 
printing was obtained for only a few 
dollars more than what the halftone 
plates and zincs of a letter press job 
would have cost. 


Say Trick Pieces Fail 


The consensus of opinion indicated 
that the use of post cards as direct 
mail literature did not pay in the 
industrial field; that the results ob- 
tained from broadsides did not jus. 
tify their cost as compared to results 
obained with less expensive booklets 
and folders; that trick pieces caused 
comment but did not produce busi- 
ness. 

Reproductions of testimonial let- 
ters were found to be highly success- 
ful and on the whole the most was 
not being made of this type of sales 
promotion in the industrial field, 
There was a decided difference of 
opinion as to the value of blotters, 
some concerns finding them inval- 
uable and others reporting complete 
dissatisfaction. 

The use of first-class postage on 
direct mail to the industrial field ap- 
pears to be the exception; repeated 
tests comparing the use of first- and 
third-class postage indicate nothing 
to be gained by the use of the 
former. Metered mail apparently has 
many advantages and its use is in- 
creasing rapidly in the industrial 
field. 

The clinic meetings are being con- 
ducted under the direction of Edwin 
J. Heimer, vice-president, Barrett- 
Cravens Company, 


Technique of 


Market Study 
Is Described 


Milwaukee, Wis., Nov. 30.—While 
direct mail is less expensive than 
personal interviews in market re- 
search, the more detailed informa- 
tion which may be obtained by the 
latter method makes it superior to 
mail in many instances. 

This was one of the points made 
by J. O. Peckham, vice-president of 
A. C. Nielsen Company, in an illus: 
trated address at the November 
meeting of the Milwaukee Associa- 
tion of Industrial Advertisers. 

Mr. Peckham reported that the ayv- 
erage cost of a direct mail interview 
is $2.15, while the personal interview 


costs $5 on an average. His com: 
pany’s experience indicates, how- 


ever, that seven questions is the max: 
imum that can be asked on a mail 
questionnaire, making the cost per 
question about 30 cents. 


Limitation to Questions 


Personal interviewers can obtain 
as high as 40 answers to questions 
Taking 25 as an average, Mr. Peck- 
ham showed that cost is reduced to 
about 20 cents per question by this 
method. 

“Market research,” said the 
speaker, “is composed of four steps: 
determination of the problem, decid: 
ing the questions to be asked, obtain- 
ing the interview and analyzing the 
facts obtained. 

“Too often a survey is made and, 
when the information is obtained, 
nothing is done with it. It is there 
fore necessary to determine at the 
outset a plan of action to be followed 
when the survey is completed. This 
plan should indicate, among other 
things, the individual or group to per: 
form the function, how it is to be 
performed and when it is to be com- 
pleted.” 

Discussion which followed Mr. 
Peckham’s address revealed the con- 
sensus among members that it is 
more satisfactory to have market re- 
search handled by a disinterested 
outside organization rather than to 
attempt to handle it within the com- 
pany. In the latter case, the wording 
often indicates the desired answer 
and results are of dubious value. 


Pittsburgh to Elect 


The annual election of officers and 
directors of the Industrial Advertis 
ing Council, Pittsburgh, will be held 
on Dec. 6. The speaker for the meet 
ing will be H. V, Jamison, advertis 
ing manager, American Sheet & Tin 
Plate Company, who is also chairman 
of the Advertising Committee of U. 
S. Steel Corporation subsidiaries. 
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ADVERTISING AGE 


ECONOMY’ IS 
STRESSED IN 
GOGGLE SERIES 


Appeal Made to Manage- 
ment’s Business Judgment 


Southbridge, Mass., Nov. 30.—In 
advertising goggles to industry, the 
American Optical Company is not 
only using the humanitarian appeal 
for “saving the eye” but is also 
dramatically stressing the economy 
of adequate eye protection. Senti- 
ment and the humanitarian angle 
are not used by themselves because, 
it is thought, employers, after all, 
are most quickly moved to action 
by appeals to their own good busi- 
ness management—-profit and loss. 

The copy of the American Optical 
Company strikes cut from the shoul- 
der to put over the idea that it is 
far cheaper for management to pro- 
vide workers in eye-hazardous jobs 
with suitable goggles than to suf- 
fer the costs which occur when un- 
protected eyes are injured. 

These costs, the copy points out, 
are both direct and indirect. The 
indirect costs, medical and hospital 
expenses, lost time and production, 
and administrative expenses, are at 
least four times as much as the di- 
rect costs, compensation. It stresses 
the fact that American industry 
spends $50,000,000 annually for eye 
injuries, a sum that can easily and 
quickly be reduced to the minimum 
by adequate eye protection. 


Has Other Mission 


But the AO goggle advertising 
has another mission than to show 
executives that it is good business 
to safeguard workers’ eyes. It also 
tries to help individual safety en- 
gineers carry on their work more 
effectively by pointing out the fact 
that different kinds of work need 
different types of goggles. For ex- 
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The economical side of eye protection for workmen is forcefully brought to the attention of executives in 
the current campaign for AO goggles. The copy is also designed to assist safety officials in selecting the 


ample, one piece of copy captioned | 
“When a very good goggle is no 
good at all,” states; “A good spectacle 
goggle is ideal for most lathe work, 
but it is not adequate protection for 
men working over a wire wheel. They 
need a goggle with guards to keep 
out flying splinters that might pierce 
the eye from the side.” 

In addition to a complete line of 
goggles, the services of AO Indus- 
trial Specialists located in 180 con- 
veniently located branch offices are 
offered. Quick delivery of equip- 
ment is also stressed. 

In order to give dramatic action 
to such dramatic material, realistic 
photos are being used. Pictures are 
taken “right on the scene’’—in coal 


business tell 
leader for almost a half century. 


the merits of your products. 


ethe chicken or the ese 


Latest Census figures show 7,775 1 


oS? 


eggs are important 
to bakers. Bakers are large users of eggs. They are taking cake baking 
out of the housewife’s kitchen, as they have bread baking. 
Latest Census figures show that bakers pay $26,092,847 a year for eggs. 
As bakers do more cake business, they use more eggs. 


lhe baking industry Is growing, and as it grows it buys more in- 
gredients, equipment and supplies. 


1 
lo assure your share of bakers’ 


your story through BAKERS’ HELPER, the industry’s 


It is read and relied upon by those 


men who wield the major buying power and who are worth selling on 


vakers do 90.6% of the business—so 
concentrate on the able-to-buy bakers who subscribe for BAKERS’ 


HELPER without being influenced by premiums or other extraneous 


inducements. 


Send for “Baking Industry Facts and Fi PS,” St 
stry Facts ¢ gures,” sample pages from the 
Baking Industry Blue Book, and recent BAKERS’ HELPER, = 


Nore subscribers, 
‘ypical of 
BANERS’ HELPER 


circulation. 
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% MAGAZINE + BAKERY PRACTICE -y MANAGEMENT 
330 So. Wells Street, 
Chicago, Illinois 
Eastern Advertising Repre- 
sentative, W. F. Leggett, 
1 &.. 30th St MF. OC. 
Caledonia 5-5508 
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proper type of eye protector according to the class of work involved. 


mines for Coal Age two-page color | ticularly effective means of drama- 


spreads; on construction locations | 
for Engineering News-Record inser- 
tions; and in factories and plants 
for copy appearing in American Ma- 
chinist, Factory Management and 
Maintenance, Industry and Welding, 
Iron Age and National Safety News. 
These pictures portray the stark 
tragedy of eye accidents—the suffer- 


ing, and the needless expense of 
it all. 
Strong Captions Used 
Headlines attempt to carry the 


same dramatic effects. Here are a 
few: “Eyes Are Expensive Targets 
—Protect Them with AO Goggles,” 
“Tragedy Raided a New York Plant 
and Took Away Nine Eyes,” ‘Where 
There’s Danger to Eyes—There’s 
Danger to Profit,’ “When Eye Ac- 
cidents Strike Men Down—Costs 
Go Up.” 

In the Coal Age color spreads 
headlines like these are used to tell 
the story: “When They Dig With- 
out Goggles—They Dig Into Profits,” 
“When Unprotected Eyes Go Down 
—Costs Per Ton Go Up,” and ‘“Res- 
cue Squads Can’t Rescue Profits— 
When Workers’ Eyes Are Injured.” 

“Eyes Are Expensive Targets” in- 
spired the construction of a _par- 


ial 
expositions 


Dec. 3-8. Eleventh National Expo- 
sition of Power and Mechanical En- 
gineering at Grand Central Palace, 
New York. Charles F. Roth, man- 
ager. 


Jan. 15-17, 1935. Western Hardware 


Show at Convention Hall, Kansas 
City, Mo. Louis W. Shouse, secre- 
tary. 


Jan. 27-Feb. 2, 1935. National Sand 
& Gravel Association, Manufacturers 
Division, at Chicago. V. Ahearn, 951 
Munsey Bldg., Washington, D. C. 


Jan. 27-Feb. 2, 1935. National 
Crushed Stone Association, at Chi- 
cago. J. R. Boyd, 449 Munsey Bldg., 
Washington, D. C. 


Feb. 11, 1935. Third National Knit- 
wear Industrial Exposition, at Grand 
Central Palace, New York. A. B. 
Coffman, manager. 


May 6-8, 1935. Master Boiler Mak- 
ers’ Association, at Chicago. A. Stigl- 
meier, 29 Parkwood St., Albany, 
Lo 


tizing the strength of the lenses 
used in AO goggles at the recent 
convention of the Society of Safety 
Engineers. An arrangement was 
made so that steel balls could be 
hurled against a sample lens from 
some distance. The lens did not 
break or crack. An eye appeared 
behind the lens. 

The industrial advertising of the 
American Optical Company is han- 


dled by Sutherland-Abbott Advertis- 


ing Agency, Boston. 


ACKAGED nails 

were new to the 
hardware field and 
presented several 
distinct advantages. 
But the package idea 
needed display. How 
well the cabinet devel- 
oped for them by 
Lyon Special Products 
Service succeeded you 
may judge from the cus- 
tomer's enthusiastic 
statements — “Enhanced 
the sale”—“Assisted in 
opening new accounts.” 


to 


Our Lyon Engineering 
Service is ready to de- 
velop for you anything 
in special sales displays 
or container units. We be- 
lieve we can help you in- 
crease the sale of your 
products. 


LYON 


SPECIAL PRODUCTS 
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Sales Meetings 
In Depression 


Found Helpful 


In answer 
| to the question “Do sales conferences 
| justify their expense, during depres- 
| sion periods,” C. S. Stillwell, sales 
|manager, Warner & Swasey Com- 
|pany, told the Industrial Marketers 
|of Cleveland at a recent seminar 
| session that his company was thor- 
|}oughly convinced of the value of 
| these conferences as a means of 
|placing new selling tools in the 
|hands of all salesmen, and in get- 
ting salesmen in step. with . the 
| thought of the management. He be- 
_lieves, at least for his own organiza- 
|tion, that such meetings should be 
|held not less frequently than every 
six months. 


Others Give 


Representatives of the Thomas 
Publishing Company and the Cleve- 
land Rock Drill Company also told 
of definite values which their respec- 
tive organizations were receiving by 
continuing sales conferences during 
the depression period. 


Views 


Opinion of the meeting differed as 
to the value of sales contests. Those 
not entirely sold on the competitive 
idea of stimulating sales activity felt 
that sales contests could not be de- 
pended upon for altogether desirable 
results since this activity is being 
much overdone at the present time, 
and unless carefully planned and cou- 
ducted these drives may have disap- 
pointing results. 

In discussing the job for inside 
sales promotion work it was brought 
out that one of the most useful func- 
tions of sales promotion for indus- 
trial selling is the broadening of a 
single application into a full grown 
market among users of processes or 
equipment similar to that upon which 
the first installation is made and 


found successful. 
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The Sterling Nail Counter 
Display. Carries its own 


stock 
cd 
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1 LYON METAL PRODUCTS, Inc., 1112 River St., Aurora, Illinois 

: We want INFORMATION on: 

g Sales-Display Stand for 

1 (Nature of Product) 

§ Sold Through 

1 (Type of Dealer) 

: Special Product 

; (For ple: H ing unite, hine stands, special product containers or cases) 

: Name Firm 

§ Address City State 
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CONDUCTED by KEITH J. EVANS 
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Flexible Publishers 


The depression has caused a great | 
many publishers to become more | 
flexible in their plans and rules for | 
advertising, but it seems to me that 
they have quite a distance to go be- 
fore they can serve their readers and 
advertisers to the best possible ad- 
vantage, 

With particular reference to the 
advertiser, they do not seem to be 
able to give him the size of space or 
the unusual forms of space that 
might make for outstanding adver- 
tising and for a more interesting pub- 
lication. 

For instance, we tried to secure 
four quarter-pages to be carried in 
the outside corners of each of four 
consecutive pages, but could get no- 
where, as only one or two of the 
publications would go along with us. 
We understand that this has been 
done before on one occasion, but still 
we had trouble. 

Then we wanted to get horizontal 
quarter pages below reading matter, 
but this could not be secured from 
all publishers so that we had to pass 
up the idea. 

What are your ideas along this 
line? Are we unreasonable, or are 
the papers too inflexible? 

ADVERTISING MANAGER. 

Your question is a difficult one. If 
a publisher would allow any type or 
form of advertisement, it is quite 
possible that his book would have a 
rather messed-up effect. On _ the 
other hand, we agree with you that 
when an advertiser has an idea that 
is different, it should not be turned 
down just because it has not been 
done before. 

We would like to see you try out 
some more of your ideas. If you 
could get them into only a few pa- 
pers, the others would have a chance 
to look on and perhaps mellow a bit. 

+ 2 
Calendar Season 

I have been rather disappointed re- 

cently in having a rather good cal- 


endar idea turned down. Manage- 


(ment tells me that calendars, par- 
ticularly wall calendars, are things 
of the past—now only found in 


kitchens. 

I wonder if you could give me some 
consensus of opinion regarding a 
good wall calendar for industrial ap- 
plication. 

ADVERTISING MANAGER. 

We do not have any group opinion 
on this problem. We believe there 
is still a place for a wall calendar 
in many offices and shops, although 
they are not used as much in the 
executive offices in large cities. 

If any reader of this column has 
any actual facts or helpful sugges- 
tions regarding the value of wall cal- 
endars, we will be glad to hear from 
him, 

vy v 


Remembrance Advertising 

We have been planning to send out 
some type of remembrance advertis- 
ing this Christmas, but find it very 
difficult to decide on just what to use. 

Our competitors have flooded their 
customers with scratch pads until it 
seems all the notes written to us 
come in on competitors’ stationery. 

We would like to do something to 
offset this and bring our name into 
current use on the customer’s desk. 
Have you any suggestions? 

SALES MANAGER, 

Your competitors have undoubf- 
edly put over a cheap piece of re- 
membrance advertising with their 
scratch pad campaign. This is the 
cheapest but one of the most useful 
types of remembrance advertising. 

Pencils and paper weights come 
next. A special pencil may occasion- 
ally be designed to carry out the idea 
of one of your products, such as the 
pencil in the form of a nail, ete. You 
are undoubtedly familiar with paper 
weights, but oftentimes a paper 
weight made from an ingenious ap- 
plication of your own product brings 
something distinctive and dignified 
to your customer’s desk. 

A Milwaukee printer recently pre- 
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Going Places! 


EN any magazine in 

1934 rings up the greatest 
circulation in its history, when 
bales of press clippings show that 
paper more widely quoted than 
any other in its field, when ad- 
vertising volume compares fa- 
vorably with 1929... you have 
something unusual among mag- 


azines. 


Possibly you can’t be bothered 
with the facts on editorial excel- 
lence. more and more readers, 
spectacular advertising gains, but 
you can’t overlook the one basic 
rule that a product “goes places” 
when advertised in a book that’s 


going places. 


MILL& FACTORY 


A CONOVER-MAST 


205 E. 42nd St., New York City 


PUBLICATION 


- «. 333 N. Michigan Ave., Chicago 


pared a combination scratch pad and 
calendar out of nothing more than a 
simple scratch pad with a cardboard 
cover. It is a beautiful job and sim- 
ple. 

If by careful study you can make 
up something that has a direct appli- 
cation to your own business, it is 
much better than accepting some 
standardized product that may be 
given away by anyone. 
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Check Sheet of Value? 


In your department for Novem- 
ber 3, an advertising manager sends 
you a check sheet used in the adver- 
tising and sales promotion depart- 
ment in order to make sure that they 
are covering everything that ought 
to be done. 

I am very much interested in this 
check sheet and would greatly ap- 
preciate your sending me a copy or 
passing this letter along to the man 
who wrote you. 

Propucer or Direct MAIL 
ADVERTISING, 

The following are the items in- 
cluded on the check sheet. While 
there are a number more that might 
be added, if every company is doing 
a good job under each heading, very 
little will be omitted. 
I--PUBLICITY. 

A. News items—organization, per- 

sonnel, products, financial. 

B. Editorials and articles by offi- 
cers; technical articles on prod- 
ucts and performance by de- 
partment managers and engi- 
neers. 

II—SPACE ADVERTISING. 

A. Industry papers. 

B. Blanket business papers. 

C. Newspapers. 

III—DIRECTORIES—Industrial, Tel- 
ephone and City Directories. 

A. Check competitive space and 
listing—always equal but do not 
increase space. 

B. Key for checking results. 

IV—CATALOG. 

. Check competitor’s catalog. 

. See other catalogs in other 
fields. 

. Consider 
type. 

. Bleed halftones. 

. Include general data, 

. Binding—permanent, 
or spiral wire binding. 

V—DIRECT MAIL. 

A. Timing. 

1. For seasons and weeks. 

2. For salesmens’ cooperation. 

3. To offset competitive effort. 

B. Type. 

1. Standard letterhead size, one 
color engineering. 

2. Special size for 
value. 

3. Trick folders. 

4. Consider colored return cards 
with each mailing. 

C. Post Cards. 

1. Can subject be covered with 
a post card? 

2. Two or three post cards 
serve better than one larger 
mailing piece. 

3. Double post card. 

D. Letters. 

1. Always use when 

message is involved. 
. Consider four page letter in- 

stead of letter with attached 
folder. 

3. Consider small note tipped 
to folder instead of letter. 
4. Test personal letters vs. mul- 

tigraphed letters. 

5. Test general heading against 
personal fill-in. 

6. Test personal signature 
against company name-plate. 


changing size and 
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loose-leaf 


attention 


special 


bo 


7. Test first class vs. third 
class. 
8. Compare returns on two 


series mailing against three 

series and four series mail- 

ings. 

E. Envelope Inserts. 

1. Consider negative ad on part 
of buyers for this type of lit- 
erature. 

. Change to smaller four page 
folder with more style and in 
colors. 

3. Consider 1%x2 inch very 
small folder tipped to lower 
corner of letterhead. 

4. Blotters—study cost and 
value of blotters as inserts. 

VI—SALES PROMOTION. 

A. Introducing salesmen. 
B. Following up salesmen. 


to 


G-E PUBLICITY 
METHODS TOLD 
BY BARTLETT 


T. P. A. Gets Pointers for 
News Bureau Set-Up 


New York, Nov. 30.—Publicity ma- 
terial emanating from industrial ad- 
vertisers should be prepared accord- 
ing to rules applying generally to 
newspaper and publication material, 
Guy Bartlett of the General Electric 
Company’s News Bureau told the 
Technical Publicity Association at 
its November meeting. The most 
important of these include putting 
the story into the lead, using only 
established facts, eliminating exces- 
sive use of adjectives, such as 
claiming “finest” or “largest,” and 
giving enough study to the medium 
for which the material is intended 
to fit its requirements. 

Mr. Bartlett suggested also that it 
is desirable to refrain scrupulously 
from any reference to advertising, 
as, he said, the publicity department 
should be completely divorced from 
any consideration of advertising, 
either current or future. 

In discussing his subject, ‘The 
Whys and Wherefores of Industrial 
Publicity,” Mr. Bartlett told some- 
thing about the way in which G-E 
meets the demand for material con- 
cerning its activities, both from the 
technical and industrial press and 
from newspapers. The complete- 
ness and efficiency of the organiza- 
tion which prepares and sends out 
this material speak volumes for the 
company’s appreciation of this kind 
of publicity. 


Has 


With representatives in every 
plant and every department of the 
company acting as liaison men be- 
tween operating activities and the 
publicity department, otherwise 
known as the news bureau, a steady 
stream of material goes out, em- 
bracing not only news stories based 
on financial statements, conventions, 


Extensive Organization 


research developments and the like, 
but technical articles prepared by 
engineers going into various phases 
of industrial operations as related 
to processes and equipment in whic) 
the company is interested. 


A great deal of this material, ac. 
cording to Mr. Bartlett, is sent out 
on specific requests from _ publica- 
tion editorial departments, and such 
requests, incidentally, receive pre- 
ferred attention, since they indi- 
cate a definite desire for the mate. 
rial on the part of the publication 
and assure its publication. 


One line of work which has con. 
siderable importance both for gen. 
eral good-will purposes and as a 
matter of cooperation with the com- 
pany’s customers, consists of as- 
sistance to customers in preparing 
material about equipment they have 
purchased. Large industrial orders, 
such as the recent handling of the 
Pennsylvania Railroad’s purchase of 
locomotives, furnish an example of 
this sort, in which several concerns 
besides General Electric participate 
and joint action is therefore neces- 
sary. 


Executives O. K. Releases 


Not only in these cases, but in 
many where only his company is 
concerned, Mr. Bartlett commented 
that it is necessary to secure from 
the interested higher-ups approval 
for the release of the material, as 
matters of policy as well as other 
considerations may be involved. 


Each G-E plant has its own photo- 
graphic department, which  con- 
stantly feeds to the Schenectady 
office negatives of interesting shots 
of all sorts, thus making pictures 
available not only for the illustra- 
tion of technical articles, but for 
news purposes. Electrotypes are 
not ordinarily furnished, but are 
occasionally sent on request. 


Material for house organs, for 
free-lance writers who are prepar- 
ing articles for submission to pa- 
pers to which they contribute, and 
for advertising agencies with cli- 
ents using or interested in General 
Electric products, also comes with- 
in the scope of the News Bureau's 
activities, and helps to keep it busy 
shaping up the contributions of 
contact men as well as looking out 
everywhere for happenings within 
the company which may be worth 
using. 


. Referring to salesman’s conver- 

sation. 

. Follow when buyer is out. 

Use when salesman is absent 

in territory. 

. Help weak salesmen. 

—SALES ANALYSIS. 

. Group sales by states and in- 
dustries. 

. Individual sales by salesmen. 

. Sales by product and salesmen. 

. Sales record for individual cus- 
tomers. 

. Customers lost for period; cus- 
tomers gained for period; net 
gain or loss. 

F. Develop sales promotion letters 
based on individual customer 
sales analysis card record. 

VIII—SAMPLES. 

A. Smallest possible usable size. 

B. Neat envelope—consider Cello- 
phane. 

C. Do not overlook any opportunity 
for sampling. 

IX—SIGNS. 

A. Truck signs. 

B. Plant signs. 

C. General outdoor advertising. 

X—RADIO. 

A. Check and study what other in- 
dustrials are doing on radio. 

XI—RESULTS. 

A. Advertisements—Key all 
when possible for inquiries. 

B. Tabulate returns from direct 
mail. 

C. Follow not only inquiries but 
determine if order resulted. 

D. Compare results of one method 

with another. 
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ads 


E. Continually study budget to de- 
termine whether more or less 
money should be spent. 
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Economized Advertising 

We have a number of different 
products that we are interested in 
promoting and yet our appropriation 
is so small that we find difficulty in 
ever bringing them to the attention 
of our customers. 

Have you come across any clever 
short cuts that might help? 

ADVERTISING MANAGER. 


One manufacturer is using a small 
folder, size 24%4x2% inches, the back 
of which is gummed for attaching 
to a letterhead. This small folder 
does not interfere with the letter and 
is so small and simple as to imme- 
diately attract attention. The mes- 
sage is then put over in a few words. 

A dozen different folders may be 
printed up on a dozen different prod- 
ucts, and in this way do a most eco- 
nomical selling job. They cost less 
and are better than envelope inserts 
which are so frowned upon these 
days. ‘ 


MacKnight Leaves 


Porcelain Institute 


George P. MacKnight has resigned 
as secretary of the Porcelain Enamel 
Institute to become associated with 
the Book Manufacturers’ Institute, 
Chicago, as regional directors. His 
successor has not been named. 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical © Mechanical Products 


Chicago, Ill. 
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REVEAL DETAILS 
OF TRANSMISSION 
¢0-0P CAMPAIGN 


(Continued from Page 1) 


book is a bulky volume entitled, 
“Fifty Reports on Mechanical Power 
Transmission from Motor Drive to 
Industry.” This work is also used 
for the education of salesmen. In 
one plant, the salesmen have been 
going to school two nights a week 
for three years to learn the problems 
and the answers. 

Fifteen case studies have been 
made in as many industries, intended 
for distribution to those industries. 
A third book presents “A practical 
analysis of some fundamentals of in- 
dustrial power transmission.” This 
is a primer of transmission lore, pre- 
pared in such a way that the essen- 
tial facts can be quickly grasped by 
the layman. It paves the way for 


a reconsideration of the transmission 
question with the statement that 
“not over three-quarters of the rotary 
power produced at any given source 


NEW IDEAS that 
GET 
BUSINESS 
NOW 


Tue idea of distinctively coloring 
hack saw blades helped, within two 
months, to sell three and a_ half 
months’ capacity production for the 
world’s largest makers. After eight 
months, they were still unable to 
keep up with orders. 

Of course color wasn’t all. There was 
a superior new product introduced by 
a stable, well-known company, using 
a modernized merchandising plan, 
new packages, new advertising. 
From merchandising study through 
name-coining, devising and experi- 
menting with a novel finish, design- 
ing packages, producing sales man- 
uals, running a sales convention, cre- 
ating publicity and advertising, it has 
been our privilege to guide this client 
successfully. 

If you believe that new ideas may 
help you to recover lost ground, we 
shall be glad indeed to discuss the sit- 
uation. If then we think we can help 
you, we’d like you to see the portfolio 
describing the hack saw campaign— 
and achievements for others of our 


clients. 
o. &§. TYSON 
AND COMPANY, Ine. 
CLASS & INDUSTRIAL 


ADVERTISING 


ladelphia 
N.Y, Broad St. 


Member A. A. A. A. 


TYSON-RUMRILL ASSOCIATED 
41 Chestnut St. Rochester, N. Y. 


is used in production in any plant. 
In a large number of plants, another 
quarter is unnecessarily wasted.” 

A traveling exhibit has also been 
|ecreated, to make its debut at the 
Power Show in New York in Decem- 
ber. Thereafter it will be routed 
throughout the country as visual 
proof of the fact that in many cases 
only a fraction of the power gener- 
ated is put to useful work. 

A Visomatic presentation, occupy- 
ing only 18 minutes to show, has 
also been prepared. On call at West- 
ern Union offices, the “film” has 
proved extremely popular. It has 
also excited some criticism. 

The Power Transmission Council 
has also retained three engineers, 
who make surveys of any given plant 
without charge. A headquarters of- 
fice has been established in New 
York through which Council activi- 
ties are cleared. 


Mission of Advertising 


The advertising has been given 
three assignments to sell users on 
group drive, or at least awaken their 
curiosity and gain a reopening of the 
transmission question; to let dis- 
tributors know what is going on, and 
finally, to inform a competitive in- 
dustry what the council is doing. 

The sales effort is represented in 
the pages of Business Week, Cotton, 
Factory Management and Mainte- 
nance, The Iron Age, Mill & Factory, 
Power and Textile World. 

Distributors and dealers” are 
reached through Mill Supplies and 
the electrical industry is apprised of 
developments through Electrical 
World. 

The Power Transmission Council 
showed its hand, so to speak, to its 
rival, in an announcement in Elec- 
trical World reading as follows: 

“We speak for an Industry. We 
represent more than 150 companies 
engaged in the manufacture and sale 
of power transmission equipment and 
more than 50 Power Transmission 
Clubs in key industrial cities, whose 
members are sales representatives 
of producers of power and equipment 
for the application of power. 

“We believe it is the joint responsi- 
bility of the Electrical Industry and 
the Power Transmission Industry to 
develop the best way to get the 
power to the work. Our mutual in- 
terests are served to the extent that 
we recommend what is best for the 
customer. 

“We both know that the most fruit- 
ful and least explored area of poten- 
tial cost reduction in the industrial 
world is power and power-application 
costs. 

“We both know 
\large differences in investment, op- 
erating and maintenance costs be- 
tween two systems of power applica- 
tion, namely, Unit Drive and Modern 
Group Drive. We know that many 
machines, departments or plants re- 
quire the higher-cost Unit Drive for 
special reasons. We also know that 
to many others those special reasons 
do not apply and that these ma- 
chines, departments and _. plants 
should, and eventually will be served 
with lowest cost power. 

“The Power Transmission Industry 
begins this month a cooperative ad- 
| vertising campaign in support of the 
educational 
|tivities of 
Clubs. 


54 Power Transmission 
Stating the Objective 


tising is cost-reduction in the field 
of power and power application 


Any realistic presentation of this 


correct use and application of motor 
power as well as motor horsepower 
investment. Our advertising will be 
factual, based on case studies and 
proved engineering data. It will, and 
is intended to, raise questions regard- 
ing power costs. Constructive, 
studied answers to such questions 
are a joint obligation and responsi- 
bility of the Electrical and Power 
Transmission Industries.” 

The advertisement, prepared by 
Richardson, Alley & Richards Com- 
pany, concluded with an invitation 
to electrical executives to join a 
local Power Transmission Club. 

If the council did the handsome 
thing in seeking the cooperation of 


BD1SS4A 


the electrical industry, the latter was 


that there are | 


theme must inevitably discuss the | 


equally generous in conceding that 
it, too, is interested primarily in the 
welfare of the power user. With 
this principle determined, there is 
a good deal of argument, with some 
acerbity manifesting itself, when de- 
tails are discussed. 

On the whole, however, the elec- 
trical industry has taken a lofty 
viewpoint which would surprise 
many business critics. 

One of the most interesting phases 
of the drive of the Power Transmis- 
sion Council is the revolution which 
has been wrought within the indus- 
try. This applies both to the tech- 
nical side and the manner in which 
products are sold. Group drive has 
been modernized, so that complete 
lines can be cut out without affect- 
ing the efficiency of the drive, keep- 
ing power costs in constant ratio 
with production volume. New set- 
ups have been devised where the 
operator tends four machines, group 
drive thus offering maximum motion 
economy at minimum operating cost. 


Improving Salesmanship 


The other big change is in the im- 
proved technical knowledge of belt- 
ing salesmen, whose companies, for 


the first time in their long history, 
are ready to assume responsibility 
for any installation. This policy 


means that some jobs, after study, 
are turned over to competitors. The 
industry is also getting some busi- 
ness from their rivals because of the 
new realization permeating all con- 
cerned that the interests of the user 
come first. 

There is less selling of second- 
grade equipment—less of the oppor- 
tunism which led Mr. Drake to re- 
mark in one of his reports: 

“To the man who sincerely states 
that he finds it necessary in practice 
to use wider leather motor belts than 
recommended to assure long periods 
of time between necessary take-up, I 
can only state that I suspect he is 
using second or third quality belting. 
Perhaps he does not realize that fact. 
Second quality belting is seldom mar- 
keted frankly as second quality. 
More often the approach is some- 
thing like this: 

“*This belt is not quite up to the 
standard of our genuine Monkey’s 
Feather brand, which is outstand- 
ingly the best belt in the world, but 
it is equal to the so-called first qual- 
ity belt of any of our competitors, 
and superior to many.’ 

“If further pressed for the differ- 
ence, he states that in Monkey’s 
Feather brand, only hides taken off 
between September 30 and October 
10 are used, while in this less expen- 


sive ‘Whale Bill’ brand, hides taken 
off in September or October will be 
used in a pinch, ‘although I am frank 
to tell you that we are seldom forced 
to use hides flayed earlier than Sep- 
tember 28 or later than October 12, 
except when one of those days falls 
upon a Sunday.’” 


Will Discuss Export 


Tom Chapman, export manager, A. 
P. Green Fire Brick Company, Mex- 
ico, Mo., will address the Dec. 6 meet- 
ing of the Industrial Marketing 
Council, St. Louis. 


The following members have been 
elected to serve on the St. Louis In- 
dustrial Marketing Council board for 
two years: R. K. Clark, Shell Petro- 
leum Corporation; John D. McEwen, 
Anfenger Advertising Agency; James 
R. Kearney, Jr., James R. Kearney 
Corporation; Charles Tapscott, Mc- 
Quay-Norris Mfg. Company, and H. 
von P. Thomas, Bussmann Mfg. Com- 
pany. 


Timken Advances Young 


John L. Young, until recently dis- 
trict general manager in charge of the 
Pittsburgh office of the Timken 
Roller Bearing Company, has been 
advanced to the position of assistant 
zeneral manager of the Industrial 
Division and will move to Canton, 
Ohio, to take over his new duties. 
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“WV HAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take the CONSTRUCTION INDUSTRY 


ONTRACTORS are a varied people! They 
range from the illiterate Italian that has 
sprung from a mucker to the highest type of 


engineer. 


They range from men who read very little 
and are influenced more by pictures and by the 
magic fact that friend Bill has bought your 
product than by any amount of money-saving 
gadgets to the engineer who buys on the basis 


of service rendered. 


and collective sales ac- | 


“The central theme of our adver- | 


through correction or modernization. | 


For 15 years we have watched him and sold 
him. We have seen him change from a special- 
ist to a generalist, from a road or building con- 
tractor to a contractor of all work. 


We have seen how he buys shovels and cranes 
and signs away $50,000 after an evenings hot 
entertainment. 


We have seen him quibble 


about the gaskets on a pump. We have seen 


product that 


State Department sanction and selling a product 
that has no part in meeting specifications. We 
know that all Highway Department Officials do 
not have the say and we know which ones do 
and which ones don’t. We know that the High- 
way Department set-up of Kentucky is different 
from that of any other state and we know why 
and what to do to reach the real buyers. 


Telephone CENtral 


him buy pavers, locomotives, road forms, black 
top pavers, concrete mixers and materials. 
know his every quirk and there are many. 


We 


We know the difference between selling a 


must have official Federal and 


Throughout the length and breadth of the 
country we have a broad contact and friendship 
with agents and distributors of all classes. Wat- 
son Harmon of Harmon-Hodge-Hammond, Fred 
Schoen of Pacific Hoist and Derrick, Carl Bor- 
chert of Borchert-Ingersoll, Gus Lowe of Lowe- 
Hillsman, Ed Bacon of Edward R. Bacon Co. 
—and many more too numerous to mention are 
all friends of ours. 


This, combined with countless other contacts, 
contractors, publications and officials, forms a 
network of contacts that keeps us always in 
touch with the situation. 


Our knowledge of how to sell the construc- 
tion industry is not based on the theory of how 
it ought to be done but on the hard-earned ex- 
perience of actually doing it. 


RUSSELL T. GRAY, Ine. 


205 W. Wacker Drive, Chicago, Il. 
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Pele 


10 CLASS & INDUSTRIAL MARKETING SECTION December 1, 1934 
J “Some operations involved in man- 
NEW TECHN ufacturing orders,’ he continued, 
“include that you must constantly 
remind your prospects of the fact 
: ee ° ° ° ° that you’re in business; the products 
A Classified Advertising Section for Industrial, Trade & Class Publications IS NEEDED FOR x danke Suu ‘aaaeeiee: sake 
: manufacturing facilities; your en- 
Baking ence by most of America’s leading hotel men. The; Paper gineering facilities; your service fa- 
subscribers represent a group directly sonpenettie for | cilities 
the spending of almost a billion dollars yearly. em - | , De 
BAKERS’ HELPER ber A. B. C. and A. B. P. Write for Audit Bu- caveLere 4 SPECIALTY PAPER INDUSTRY 
The Magazine of Bakery Practice & Management — 2. irculations’ statement. John Willy, Inc., | 159 N. Wabash Ave., Chicago. Should Sell and Resell 
830 8. Wells St., ees 
ABC al oe ABP Refrigeration , ; “And, in addition, you must sell 
See advertisement elsewhere this issue. : > - 
e se sewhere Industrial ICE AND REFRIGERATION | Peck Calls for “Ditch Dig- and resell them on the need for you 
435 Waller Ave., Chicago. New York office, 520 | | products; our type of products; 
BAKERS’ REVIEW MANUFACTURERS RECORD er Saaee Founded 1891. Published monthiy | * F mak y f en = ition 
880 W. 42nd St., New York City; Chicago office, | Baltimore, Md. For 52 years South's leading in- pM — > —— “. = yd rane | in Methods your make of pre , Opere 8 
Chas. is. MacDowell, manager, 11 8. La Salle St. | dustrial, consiruction and business paper. Puplished | particularly eovers the jaan tee tee” ook | | for which your products can be used; 
ec 9) J P« ontn ¥ . 7, : : » | 2 
uur Bren Ml gen lg Mh nn Ag aed po preceding. Type page, 7x10 inches. Financial and serene, poctne wr ne — a = a | callieeaiaan and the profitable use of your prod- 
aise ‘and quickly assimilated form. Complete cov- | $pecial one-time advertisements, $150 @ page. One-| oo. rade of + A Be mn t — eae ‘hi ' 9 — : ts” 
erage—over 30,000—reaching every bakery owner in| time page rate, $126; 48-page rate, $96; 12-page| oo. ay oe” PB a> gar ony plant} (Chicago, Nov. 30.—Advertising in | ucts. 
the country at lowest rate in this field, four-tenths | ‘ate, $112. No commissions. Subscription price, | Shieri: Plait Managers. architects, —€ and). - ‘ : = - All this can be done, Mr. Peck as 
of a cent per reader. Maintains laboratory for bak- | $2. Distribution, 0.000 copies monthly, of which | DPire ing date of lesue. Ono Fa ay S110; ae |industrial publications is coming| 4 o Sat. 5- 
sine 7 85% are South. Reaches executives and operative . » > : iy , , z ee ede - 7 P Boe sw | serte , 2 3e ig})- 
Stat aneerae® 7 cueme, prec ee; | ictal of South's important intutrial; reteod, | fear, O00: sts pase, 00.50; Lepage, 6460 Rue |back strong and with it is a new |Serted, only Dy the Use a a ehlet a 
care Sremeding. ype pats. Ciel. Seer sen os pag Be ey ge ogy ges Type page, 7%x10% inches. Circulation sworn, technique described as “ditch dig; | speed, low-cost sales tools, chief of 
Oo. o . . a | ‘a . £ ow Sng . “ - _ “ 7 
Uatw Uninet Utaie aa tects, engineers, contractors and others in direct | Det paid, 6.085. Subscription price, $8 per annum. | ping” copy by James O. Peck, assist-| Which is publication advertising as 
, charge of the South's important activities. About i F +147/conclusively demonstrated for years 
45,000 items are published annually in the Daily| Roads and Streets ant general manager, McGraw-Hill | CONCAUSI Ve!) ‘ y 5 


BAKERS’ WEEKLY 


45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a yesr. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Ine Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
ecribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


BREWERS JOURNAL—WESTERN BREWER 


(Established 1876), published by H. 8. Rich & 
Co., 431 8. Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth pege, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
eeived five days prior to publication date. 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 EB. 
42nd St., New York City. Covers the entire brewing 
and allied industries. total monthly circulation 
of over 4500. Publishing date, fifteenth of 
month. Type page 7x10. Rates, 
one year, $100; 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. Size of page, 
6x12 inches. Page rate, one time, $90; 52 time 
tate, $78; half-page, one time, $48; 52 ; 
quarter-page, ene time, $26; 52 times, 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 
#12 E. Superior 8t., Chicago, Ill, 1s the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion Total circulation, 86,752. The Journal is 
{ssued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
{nches. Yearly rates: One page, $112.20; half-page, 
$67.15; quarter-page, $42.50; eighth-page, $28.90. 


farm Implements 


FARM IMPLEMENT NEWS 


481 8S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page, 724x10%. One-time page rate, $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized nationa) 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 
832 8S. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, fleld seed handling and processing plants. 
These flelds are reeognized as the largest users of 
complete elevating, conveying and power tranamit- 
ting equipment, and all other equipment for the 
handling and processing of grain fleld seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago Published 15th 
of month Forms close Ist of month. Type page, 
7x10 One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60 Agency dis 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 


of its fleld for 40 years. Read and kept for refer- 


Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fre and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., A. B. P. and National Publishers’ Asso- 
ciation, Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco, 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St., New York City. Covers the entire 
liquor and wine industries, ublishing date, tenth 
of each month. Type size 7x10. Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four p 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. r 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA’S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. e to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, ete., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week, Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
and lumber concerns. Agency commission, 
when complete plates are furnished, otherwise 
with 2% for cash. We invite inquiries for 
and surveys. 


431 8B. 


Milk 


MILK PLANT MONTHLY 
327 8S. La Salle St., Chicago. Covers 
industry. Read by milk plant owners, 
scientific and technical staff, managers, 
lished on the Sth. Forms close 15th preceding 
Type page size, 7%xl0. Subscription, $2. For- 
eign and Canada, $3. Member B. C. Agency 
commission, 15%, when bills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


fluid milk 
executives, 
ete. Pub- 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


330 8S. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas 
ing power of industry. Members A. B. C. and 
A. B. P. Pulished monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 


tions, inserts and color on application. New York 
office, 250 Fifth Ave.; Cleveland, O., 522 Citizens 
Bidg. 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 


A summary has been made of the returns to a 
Tube Repairs” which appeared in a recent issue. 
will be sent, without charge, upon request. 


questionnaire on “Inner 
A copy of the summary 


ROADS AND STREETS 


has been the leader for years in advertising volume, It 
carries more than double the volume of its nearest com- 
petitor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisera of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison S8t., Chicago, Ill. 


Seed 


SEED WORLD 


325 W. Huron 8t., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U. 8. Department of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
ame] paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 


nary reader influence, advertising effectively reaches 

those originating or specifying purchases. Adver- 

tising rates and circulation statement on request. 
TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn S8t., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry’s news and articles on plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inde- 
pendent companies, 4,947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates 
sample copy and breakdown circulation statement 
on request. 


Tractors 


FARM IMPLEMENT NEWS 

131 8. Dearborn St., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implements, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%x10%. One-time rate, $120. 
Member A. B. C. e only national paper in the 
general tractor field. Far in the lead om tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealer circulation covers best tractor ter 
ae a Also issues Tractor Field Book, annual 
duty 


Has New Name 
The name of the Western Barber 
and Beauty Shoppe has been changed 
to Western Barber Beautycraft. 


Streamlined Piping 


wehtens seed euttiog add a new mote of 


8 papdng systems 


Seek nee bow 


advertising to be effective under 


to sell and se 


fore the Engineering 
Association’s November 
More efficient, deeper penetrating 
sales tools are required for the in- 
dustrial advertiser to reach the 
buyer of his products today, he as- 
serted. 

During the last three or four lean 
years, he said, some one or two lead- 
ers in almost every field of industry 
have established new high values 
(low prices) for their products, and 
that in turn has created a real op- 
portunity for selling modern equip- 
ment to their competitors. 

“To meet competition, rebuild sales 
volume, rebuild profits, your cus- 
tomers and prospects must cut costs, 
improve their products and offer bet- 
ter values,” he declared. ‘‘And as 
low wages and long hours have been 
pretty well squelched as a competi- 
tive weapon, your customers and 
prospects in the sales battles to come 
will have to rely more generally on 
improved production methods and 
modern equipment.” 


Effort Must Reach Deeper 


Due, however to the lack of cus- 
tomary departmental budgets to care 
for natural and planned improvement 
and expansion programs, which has 
Virtually ended initiative in buying, 
the selling effort must be creative in 
every respect and penetrate prac- 
tically to the man on the machine 
and continue step by step up through 
the organization to the chief execu- 
tive empowered to make capital ex- 
penditures. This present condition, 


Mr. Peck pointed out, is one of the 
factors which has changed the job 
for industrial advertising to one of 
serious tenor, and, with smaller sales 
appropriations to work with, the sit- 
uation calls for a more intensive 
lsales effort, greater sales effective- 
iness and low-cost sales tools to man- 
ufacture orders. 


| In treating the idea of “manufae- 
j}turing orders,” Mr. Peck called at- 
‘tention to the fact that “success in 
|manufacturing orders, expressed in 
| its simplest terms, is a matter of 
|/how many prospects you talk to; 


| what you say when vou talk to them: 

how often you talk to them, and 
their influence 9n purchases of your 
products.” 


INDUSTRIAL ADVERTISING THAT "DIGS" FOR BUSINESS 


I Cover the WELDING Front 


being just a natcherel born 


trouble-shooter! 


nideinasininancmnanatenonnell 


Typical examples of “ditch digging" copy which James O. Peck, 
McGraw-Hill Publishing Company, declared is the type needed to 
solve new sales problems confronting industrial marketers. Industrial 
yee conditions must be designed 


hard, he said. 


Publishing Company, in his talk be- | by the great names in business that 
Advertisers’ | have been built on good products, 
meeting. | S0ld exclusively by mail order, mag- 


azine advertising, catalogs and other 
high-speed “mechanical” sales de- 
vices. Mr. Peck referred to _ the 
many well known consumer products 
that have attained great heights in 
sales volume through the exclusive 
use of these “mechanical” aids, and 
declared the only difference between 
these successes and like ones to be 
zained for industrial products is that 
in the case of the latter a few more 
steps are needed in the job, includ- 
ing in many instances the selection 
of the proper type or model and its 
correct installation, whereas in the 
case of canned soup or toilet soap 
these steps were uncalled for. 

“All this is true with this proviso:” 
he qualified, ‘Money spent for adver- 
tising that doesn’t sell and sell hard 
is mostly thrown away. In the final 
analysis there is only one excuse for 
advertising—that it will take care of 
one or many of the sales operations 
needed to manufacture finished or- 
ders, and that it do these operations 
cheaper, better, faster than any other 
sales tool.” 


Appeals for Selling Copy 


With this prelude regarding the 
actual job of advertising, Mr. Peck 
made a vigorous appeal for the type 
of copy he christened ‘ditch dig- 
ging.” 

“After an advertising appropriation 
bas been set up the dirty work really 
begins,” he declared. 

“What about copy? 
say?” he queried. 

“Conditions today: low demand, 
intensive competition, more people 
to sell, smaller sales staffs, smaller 
appropriations, all make it impera- 
tive that every sales tool used do a 
selling job,” he answered. ‘Maxi- 
mum efficiency and accomplishment 
must be demanded for every dollar 
spent. 

“A lot of frills have been cut out 
of selling. ‘Good Time Charley’ is 
looking for a job. ‘Good Contracts’ 
don’t impress the boss. Shows have 
been cut out, or reduced in number. 
Good-will tours are dead. 


What shall we 


“Everybody demands intelligent 
persistent selling on the part of 
salesmen, sales engineers, direct 


mail, and other sales tools, but there 


The First Job 


of an advertising medium 
is to supply coverage of 
actual buying power. 

MACHINERY supplies 
visible proof of coverage 
of the plants and men 
accounting for practically 
all of the buying done by 
the Mechanical Industries. 


Ask us to show you a de- 
tailed and verified analy- 
sis of the plants and men 
reached. 


MACHINERY 


140-148 LAFAYETTE STREET 
NEW YORK 
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js, generally speaking, one exception 
to this—Advertising. 


Reason for Less Advertising 


“The general insistence on sticking 
to ‘Boom Era’ standards of advertis- 
jing concerns us deeply as publishers. 
It is our conviction, based on thor- 
ough study, that the general failure 
to put advertising to work is the 
chief reason for the extremely low 
yolume of industrial space today. 


“However, this is our prospects’ 
loss as well as ours, because adver- 
tising that sells, and sells hard, is 
proven to be one of the greatest sales 
puilders on earth. Pretty pictures, 
atmosphere, white space, these 
things, used for their own sakes, and 
not as a deliberate measure to add 
selling power to a piece of copy, are 
out.” 

But industrial advertising is com- 
ing back, Mr. Peck declared, and 
chiefly, he believes, because more 
and more aggressive, hard hitting 
concerns are putting their advertis- 
ing to work, and it is helping them 
rebuild sales volume and cut sales 
costs. 

Agencies Change Copy 


He referred to a trend to the 
“ditch digging” type of industrial 
advertising, also on the part of some 
of the large agencies as well as 
manufacturers. One of the largest 
general agencies, now having a well 
established industrial division, in- 
sists on “busy pages” and members 
of the department have learned that 
“lazy pages” cannot get an O. K. 
The sales curves for many of this 
agency’s clients during the last few 
years look as though the chart had 
been turned upside down, he said. 


“A point frequently made by in- 
dustrial advertisers when discussing 
copy,” Mr. Peck said, “is that there 
is nothing about their products to 
talk about and that their competi- 
tors’ products are about the same as 
theirs, and for that reason they decide 
to do something ‘different’ even 
though it is not selling-copy. 


“It has been my observation, how- 
ever, that leaders in all lines of busi- 
ness get to the top by sticking ever- 
lastingly to the sales points of their 
products. In the consumer products 
line this is well illustrated by the 
‘Cream of the Crop’ theme and the 
‘It’s Toasted’ slogan, both of which 
have been capitalized by their user 
and made an integral part of the 
product, although others may have 
benefited in the same manner had 
they been first to select and popular- 
ize the slogans. 


It’s Same Old Story 


“In other words, it is the same old 
story as with manufacturing prod- 
ucts—each manufacturer of electric 
motors, for instance, has much the 
Same equipment and materials to 
work with, but the fellow who uses 
these most effectively gets the best 
results, and wins. 


“It is the same with advertising. 
The real secret lies in the efficiency 
and effectiveness of the publications 
you choose for coverage of your 
Prospects, of the points you make 
and of the methods of making the 
points.” 


As examples of “ditch digging” ad- 
vertising, Mr. Peck referred to the 
Solvent News series of The U. S. 
Industrial Chemical Company, Inc., 
the U. S. Gutta Percha Paint Com- 
Pany’s campaign for Barreled Sun- 
light paint, current copy for Fair- 
banks-Morse motors, Carpenter stain- 
less steel, Alcoa aluminum, Linde Air 
Products, and others. 


Lehman Advanced 


Chester H. Lehman has been ap- 
Dointed vice-president in charge of 
Sales of the Blaw-Knox Company, 
Pittsburgh. He has been associated 
With the company since 1909 in pur- 
chasing, sales and advertising work 
and is a director of the parent com- 


Dany as well as many of its subsidi- 
aries, 


Adds Tap Line 


Whitman & Barnes, Inc., Detroit, 
Mich., has purchased and completed 
removal of the Carpenter Tap & Die 
Company, Pawtucket, R. I., to De- 
‘roit where it has a newly equipped 
tap and die factory. Herbert Heath 


of the Carpenter firm is vice-presi- 
dent and sales manager at Detroit. 


DIFFICULT COPY 
PROBLEM SOLVED 
WITH SKETCHES 


Illustrate Chemical Action 
of Universal Inhibitor 


Chicago, Nov. 30.—Illustrating and 
dramatizing chemical action with a 
character composed of chemical sym- 
bols, Universal Oil Products Com- 
pany has launched a campaign in a 
list of petroleum journals for Uni- 
versal Liquid Inhibitor, a compound 
to prevent the formation of gum in 
“cracked” gasoline by addition after 
the refining process. The company 
is the owner and licensor of the 
Dubbs cracking process for refining 
gasoline, which will continue to be 
its chief marketing function. 

The character has been christened 
the Chemical Cop, and his antics as 
he capers through the pages of copy 
now appearing each week dramatize 
the story of how the inhibitor con- 
trols the unsaturated hydrocarbon 
molecules, preventing them from 
uniting with the oxygen molecules 
and thereby resulting in the gum 
which leading refiners spend so much 
money each year to tell the motorist 
is absent from their product. 

The copy is far from technical in 
either illustration or text; in fact, 
Paul Truesdell, advertising manager, 
designed the campaign to get the at- 
tention of refinery executives, who 
have, as a rule, a limited knowledge 
of chemistry and to convey to them 
the idea of the inhibitor, arousing 
their interest to the extent of calling 
in the plant chemist and inquiring as 
to the application of their product 
to their own gasoline, or whether it 
might be more effective than some 
other process then being employed 
in their refining operation. 


How Idea Is Presented 


How effectively the idea is being 
presented through the unusual copy 
was registered in the page that ran 
last week. Two bottles of ‘‘cracked”’ 
gasoline were shown, one with the 
chemical cop, swinging a club. sit- 
ting on top of the botuile with feet 
hanging inside the neck, smiling as 
he watches the u.h.m. in the other 
bottle grab armfuls of o.m. and fall 
to the bottom in a mass of black 
gum. In the other bottle the u.h.m. 
are pictured with their arms para- 
lyzed by the added Universal liquid 
inhibitor and their affinity for the 
o.m. destroyed, thus allowing the 
presence of both, as desirable to good 
gasoline, without their union and for- 
mation into “gumbugs.” 


Replaces Older Methods 


The inhibitor is used in “cracked” 
gasoline in place of older, less ef- 
fective and more expensive treating 
methods. That it will be used as an 
auxiliary in selling the company’s 
primary service, the Dubbs cracking 
process, is indicated in another piece 
of copy which stated that the in- 
hibitor will effect a saving of as high 
as 14 cents a barrel over other treat- 
ing processes and thus earn enough 
to pay royalties. The chemical cop 
in this connection takes the role of 
an old time bookie with a satchel 
and hands full of money. 

In another page the character is 
depicted as a radio announcer broad- 
casting: “For Dubbs licensees it costs 
even less,’ registering the preference 
given the company’s licensees. The 
text, however, makes it plain that 
the Universal inhibitor is available 
to users of other cracking processes, 
saying: 

“It pays to be a Dubbs refiner, but 
you don’t have to be one to share the 
benefits of Universal Liquid In- 
hibitor.” 


Difficulties Encountered 


Mr. Truesdell’s difficulty in work- 
ing out the series of pages centered 
around the creation of the character. 
Several advertising illustrators were 
given the opportunity to do the job, 
but after repeated trials none seemed 
to be able to get the thought and 


ILLUSTRATING A CHEMICAL ACTION 


U.H.M.* and O.M.** 


Ik you could see what happens in your 
cracked gasoline it would look something 
like the left hand bottle 


At the top are the u.h.m. and the little 
round o.m. from the air 


Farther down you see the u.h.m. grabbing 
armfuls of o.m. and turning into gumbugs 


The gumbugs settle down, carrying anti 
knock value with them 


Now look at the right hand bottle The 
chemical cop has been on the job 


He has paralyzed the fingers of the u.h.m 
and they can't grab the o.m. and turn 
into gumbugs 


The chemical cop is Universal Liquid 
Inhibitor 


He will save you many times what he 
costs 


“Unsaturated hydrocarbon molecules 
“Oxygen molecules 


Universal Oil Products Co Dubbs Cracking Process 


Chicago Illinois Owner and Licensor 


The "chemical cop," characterizing the chemical action of an inhibitor for 

the prevention of gum in cracked gasoline, is designed to attract and 

interest the executive and convey the idea with illustrations and copy of 
extreme simplicity. 


form an “imp” that would convey the 
idea desired. 


Not until one day when Mr. Trues- 
dell was discussing the campaign 
with one of the chemists at the com- 
pany’s laboratory and telling him 
how unsuccessful he had been in get- 
ting the chemical cop created did 
the solution present itself. A young 
man working in the laboratory over- 
heard the conversation and injected 
himself into the situation when he 
heard the subject of artwork men- 
tioned. He had inclinations in that 
direction and requested a chance to 
make good at the problem which had 
stopped many who work with the pen 
and brush daily. 

Roy Benson was given the oppor- 
tunity to try his hand and shortly 
thereafter he presented his concep 
tion of a chemical cop. Its body is 
the benzine ring, the structure of a 
benzine molecule, a form well known 
to chemists, and its hands and feet 
are composed of chemical symbols 
which pertain to the chemical com- 
position of the inhibitor. Thus a 
new character, and a new artist, in- 
vaded industrial advertising. 


The campaign is running in Jndus- 
trial and Engineering Chemistry, 
National Petroleum News, Oil and 
Gas Journal, Refiner and Natural 
Gasoline Manufacturer, and World 
Petroleum. 

The Brandt Advertising Company 
is the agency. 


practical value as to win formal recognition for 
to the progress of the field: 


HOSPITAL 


HOSPITAL 


of 80 per cent of bed capacity by actual count: 


HOSPITAL 


ment. That journal, too, is 


Only One 


hospital journal has rendered an editorial service of such leadership and 


HOSPITAL MANAGEMENT 


its notable contributions 


HOSPITAL MANAGEMENT 


Only one hospital publication concentrates both editorial appeal and 
circulation upon the administrators—the buying power of this market: 


MANAGEMENT 


Only one hospital magazine has its editorial and publishing standards 
indicated by membership in the Associated Business Papers, Inc.: 


MANAGEMENT 


Only one hospital advertising medium demonstrates net paid coverage of 
the primary hospital market—the A. C. S. “approved list’’—to the extent 


MANAGEMENT 


Only one hospital journal has the services of the dean of hospital magazine 
editors—a man who has directed the activities of the publication for sixteen 
of its eighteen years of publishing without change of ownership or manage- 
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INDUSTRIAL MARKETING SECTION 


December 1, 1934 


PUBLISHERS LAY 
BROAD PLANS FOR 
IMPROVEMENT 


(Continued from Page 1) 
business questions; and government, 
it was said, seems certain to wel- 
come a more intimate contact with 
the business press, for it provides a 
sound way to check up the uncol- 
ored points of view of business, 
while readers are hungry for fuller 
discussions having to do with the 
political economy of a changing 
world. Business men will be given 
opportunity to register their views 
on important economic’ subjects 
through a ballot to be published in 
A. B. P. papers. 

E. T. Howson, Railway Age, presi- 
dent of the Associated [Kusiness 
Papers, Inc., and Arthur D. Ander- 
son, Boot & Shoe Recorder, president 
of the National Conference of Bust- 
ness Paper Editors, expressed en- 
thusiasm over the editorial program 
outlined by Mr. Van Deventer and 
members of his committee. The first 
and final sessions were given over 
largely to the presentation of de- 


tailed plans and comments of mem- 
bers, which were uniformiy in agree- 
ment with the general objectives. 
As an indication that governmen- 
tal representatives are anxious to 
have the point of view of business 
as expressed by business editors and 
publishers, many of the big men of 
ithe national administration were on 
hand to talk frankly and informally 
about their plans and how they are 
working out. The talks were off the 
record, but the general sentiment 
seemed to be that the administra- 


|'business, and is looking for ways 
| . 
lin which to help to accelerate busi- 
ness activities. 

| Many Notables on Program 


| Among those who appeared on the 
program, arranged through the ex- 
| pert services of Paul Wooton, Wash- 
lington editorial representative of 
the McGraw-Hill publications, were 
James A. Moffett, administrator of 
the FHA; George D. Buckley, deputy 
administrator, and Maj. F. B. Law- 
rence, publicity division, FHA; 
Claudius Murchison, head of the 
Bureau of Foreign and Domestic 
Commerce; Sidney Hillman, labor 
representative on the NRA; A. D. 
Whiteside, deputy administrator of 
the NRA; George Houston, president 
of the Baldwin Locomotive Works 
and chairman of the durable goods 


| 


| uation 


tion is eager for cooperation from | 


committee; E. A. Goldenweiser, chief) NOVEMBER ADVERTISING VOLUME FOR INDUSTRIAL, 


economist of the 
Federal Reserve Board; Jesse H. 
Jones, head of the Reconstruction 
Finance Corporation; Henry A. Wal- 
lace, Secretary of Agriculture, and 
others almost equally well-known. 
In addition, some valuable infor- 
mation regarding foreign trade 
portunities and economic conditions 
in foreign countries was given at a 
dinner last night, at which the sit- 
in Great Britain, 
Russia and Belgium 
L. S. Feldman, of the Amtorg Trad- 
ing Corporation, which is the buying 
unit of the U. S. S. R. in the United 
States, pointed out the great demand 


statistician and 


lin Russia for machinery and other 


technical equipment, but insisted 
that in order to get a maximum 
amount of this business the United 
States must be prepared to offer as 
attractive credit terms as other coun- 
tries. 

At the opening session of the con- 
ference yesterday morning, Presi- 
dent Howson outlined the situation 
confronting business publishers, but 
declared that improvement is in 
process and that great opportunity 
is ahead for the business press. He 
was followed by H. J. Payne, secre- 
tary of the association, who ana- 
lyzed the advertising situation, show- 
ing that business publishers experi- 
enced a greater shrinkage in adver- 


Let’s Talk in Terms of 
DOLLARS-AND-CENTS PROFITS 


There isn’t much glory, honor and renown in belonging to the N.I.A.A. Frankly, 
we don‘t want that kind of association, even though all three hundred and 
ninety-six of us are mighty proud we are members. 


We have all the honor and prestige we want, thank you. 


What we are concerned about now—and will be increasingly for years to come 
—is to help industrial advertising men earn bigger profits for their companies 
and sharing in these mounting profits themselves. 


So, instead of glorifying your prospective membership in the N.I.A.A.. 
talk in terms of dollars and cents. 


let's 


Let’s talk facts, not fancies. 


Here are some of the vital things your membership in the N.1I.A.A. buys: 


These benefits 


@ A subscription to the N.L.A.A. News Letter—a helpful, useful, stimulating 


paper. 


@ Active participation in all the interesting affairs of the association. 


@ Copies of reports, investigations and surveys sponsored by the eight chap 
ters and published by the N.I.A.A. Some of the current ones being carried 


out are: 
Copy Appeals,” 


“Collective Catalogs,” “Industrial Advertising Budgets,” “Industrial 
“Media Relations,” 


“Marketing of Capital Goods,” “Pub- 


lishers’ Statements,” and “Trade Paper Rates.” 


@ Full participation and voting power in the Annual Conferences of the 
N.LA.A.. of which the overwhelmingly successful Cincinnati Conference 


is a good example. 


@ The opportunity to become an influence in N.I.A.A. as an officer, director, 
or committee chairman, and thus enhance your own standing in your 
company and in the whole field of industrial marketing. 


and others are worth real money to you and your company. 


You can share them by affiliating with the nearest N.1.A.A. chapter (the direc- 
tory is given below) or becoming a member-at-large of the national associa- 


tion. 


Begin now to profit from your membership in the N.1.A.A. 


Write to the address below for complete information. 


It will broaden 


you, enlighten you, and prepare you for future opportunities. 


National Industrial Advertisers Association, Inc. 


537 SOUTH DEARBORN STREET, 


CINCINNATI 
CLEVELAND 


PITTSBURGH 


A MEMBERSHIP IN N.LA.A. HELPS YOU MAKE THE 


Chapters in: 


NEW YORK 


CHICAGO 
ST. LOUIS 


CHICAGO, ILLINOIS 


MILWAUKEE 
PHILADELPHIA 


MOST OF RECOVERY OPPORTUNITIES 


op- 


Germany, | 
was analyzed. | 
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TRADE AND CLASS PAPERS 


Publications unless otherwise indicated are 


Pages 
1934 1933 
Industrial Group 

American Architect ....... 21 25 
American Builder and 

Cl) a 25 16 
Architectural Forum... . 33 32 
Architectural Record...... 32 30 
Automotive Industries (w) 59 56 
Sakers’ Helper (bi-w).... 98 S8 
Brick & Clay Record 

(bi-w) ee Pe 11 9 
Bus Transportation....... 46 3 
Ceramic Industry......... 25 20 
Chemical & Metallurgical 

gs a 105 130 
Coal Age coeeeee eee eeseeece 44 3 
Confectioners Journal .... 33 34 
Construction Methods..... 40 24 
ES EPC e eT eg eee 78 65 
Electric Traction ........ 13 10 
Electrical South........... 21 11 
Electrical West .......... 18 17 
Electrical World (bi-w).. 101 94 
Engineering & Mining 

rere eee 78 78 
Engineering News-Record 

Se” caigd ven g ws CeeE SS eek 191* 136 
Factory Management & 

eee 82 69 
WOOG TRUUBUTICE 2. csn cs kceas 51 38 
Heating, Piping & Air 

COMGIEIONING « «00 0sc050% 39 23 
Heating & Ventilating 

DOE. Sa caake es cu? cle 25 15 
The Tron AGE CW). niscce 254 216 
Machine Design .......... 30 20 
eae 102 71 
Marine Engineering & 

mre BBO 6c scr acca’ 34 28 
pr | Se 75 50 
pS 55 49 
National Petroleum 

a ¢ eae re 102 113 
National Provisioner (w).. 102 7 


Oil and Gas Journal (w).. 196 
*Nov. 29 issue estimated. 
7Nov. 28 issue estimated. 


monthly. 
Pages 
1934 1933 
The Paper Industry....... 39 3 
Paper Trade Journal (w). 109 99 
Pencil PoimtS ...cccccscse 22 21 
Pit B&B GURrey os ckevivevx 28 19 
On. -. ce caw be bse see ee 107 9] 
Power Plant Engineering. 55 44 
ere rere rere rr eT es 76 71 
tailway Age (W)........- 117 101 
tailway Purchases and 
| er TE Peer eee Tee 42 23 
Roads & Btreets...cccssss 29 29 
Rock Pro@uctB.<sccceceses 35 28 
Southern Power Journal... 32 22 
TS Pee ere re ee ee 121 2 
cy te kh fires 117 120 
Water Works & Sewerage 15 9 
The Woodworker ........- 24 21 
Wet sicie eae einse eb akens 3,187 2,790 
Trade Group 
American Druggist........ 77 79 
American Exporter....... 146 116 
Automobile Topics (w).... 41 28 
Automobile Trade Journal 91 72 
Boot & Shoe Recorder (w) 136 151 
Building Supply News and 
Home Appliances ....... 11 10 
Commercial Car Journal... 27 21 
Domestic Engineering.... 65 65 
Farm Implement News.... 27 29 
Hardware Age (bi-w)..... 82 67 
Jewelers Circular ........ 63 66 
Serer rT te ree rere 101 69 
Southern Automotive 
pers ere ree 46 29 
Southern Hardware ...... 31 30 
SOU: 6¢'%b eee neicuwedes 944 832 
Class Group 
American Funeral Director 45 46 
Hospital Management..... 22 21 
Hotel Management........ 58 54 
PEOtel BMIGMEMIF . 60s cscccces 22 30 
COPRl SAP MONO asc bsacccses 114 10 
Trac WOrid CW)..cccesce 88 63 
GE deae kes ue ci Se eek ks 319 320 


tising volume than any other class 
of mediums, and that there had been 
a greater lag in the return of nor- 
mal business. He offered construc- 
tive suggestions as to how to bring 
back increased advertising lineage. 


Report on Details 


H. A. Haworth, McGraw-Hill Pub- 
lishing Company, New York, re- 
ported details of a plan for supplying 
copy to member publications for use 
in their own papers. H. H. Rosen- 
berg, Industrial Publications, Ince., 
Chicago, described plans for meet- 
ing unfair competition in the busi- 
ness publishing field. 

C. J. Stark, Penton Publishing 
Company, Cleveland, described plans 
for the publication of an A. B. P. 
bluebook, in which facts about mem- 
ber publications will be prepared 
for distribution to agencies and ad- 
vertisers. Everit Terhune, Boot € 
Shoe Recorder, New York, told of a 
special certificate which will be sup- 
plied to agencies which are recog- 
nized by the A. B. P. 

Among the speakers on business 
subjects who appeared during the 
convention, Willard M. Kiplinger, 
who conducts the well-Known Wash- 
ington information service, was es- 
pecially interesting in his discussion 
of the probable trend of legislation 
at the session beginning in January. 
His general attitude was that busi- 
ness will have less to fear from rad- 
ical legislation than it had at the 
previous session. 

Lew Hahn, president of the Na- 
tional Retail Dry Goods Association, 
who discussed “Distribution Under 
an Economy of Plenty,” told of the 
necessary costs involved in distri- 
bution, and explained why it is dif- 
ficult to reduce them to the extent 
desired by some of the critics of 
present methods. 

Mr. Anderson, president of the 
editorial conference, and his asso- 
ciate, R. V: Sawhill, Domestic Engi- 
neering, Chicago, vice-president, were 
re-elected at the annual meeting 
which concluded the conference. 


New directors chosen were Roy 
Dickinson, Printers’ Ink, and Ray 


Bill, Sales Management. 


To Discuss Campaign 
A meeting of Copper & Brass Re- 
search Association directors will be 
held Dec. 7 at New York at which 
plans for a cooperative advertising 


will start immediately. 


Withdraws Commission 


discount will 


World Petroleum. 


campaign may be discussed. It is 
not expected that the advertising 


Effective Jan. 1, payment of agency 
be discontinued by 


Business Paper 
Advertising for 
November Is Up 


Chicago, Nov. 30.—Based on the 
continued strength shown by adver- 
tising volume figures for November 
issues, business papers will finish 
the year with a healthy gain over 
the last 12 months. Forty-nine pub- 
lications in the industrial group re- 
ported a 14 per cent increase in 
display business for November over 
the corresponding issues of 1933. 
The gain for the year to date reached 
a fraction over 26 per cent, with 
35,084 pages against 27,770 pages for 
the 11 months last year. 

The trade group also continued its 
march upward. November issues of 
15 trade journals carried over 13 per 
cent more pages this year than last. 
The total number of pages of dis- 
play copy carried during the 11 
months of this year reached 10,661 
pages against 8,932 pages for the 
same period of 1933, or a gain of 
slightly more than seven per cent. 

Figures made avallable by six pa- 
pers in the class group revealed 
that their condition is practically 
that of a year ago both for the 
month and for the 11 month period. 
Total pages reported to date stood 
at 3,400, with one more registered 
last year. 


M ANUFACTURERS who are look- 

ing for action on the Federal Hous- 
ing Act, look to the plumbing and heat- 
ing industry. Plumbing and heating con- 
tractors are now the central force around 
which modernizing and remodeling is 
moving. $29.45 out of every $100.00 is 
being loaned for plumbing and heating. 


Now is the time to go before these con- 
tractors with your story, because they 
are alive to the new business possibili- 
ties. They are being called upon daily 
to furnish new equipment, and whether 
or not that equipment is yours, depends 
upon the direction and force of your 
own efforts. Reach these key contractors 
through DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
1900 Prairie Ave., Chicago, Ill. 
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